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Rough Proofs 


A magazine publisher is looking 
r a young college man “who is 
illing to start small and grow.” 
June is a poor month to sell a 
bllege graduate on the idea of 
arting small. 
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Harry Smith, a Los Angeles dis- 
rbutor, who says there are too 
miny magazines on the news- 
tands, thinks something ought to 
be done about it. 

Didn’t you ever hear of free en- 
erprise, Harry? 
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In its June 7 ad in AA the Fred 
ardner Company used an illus- 
ration of two youngsters compar- 
ng notes on the length of their 
irttails. If you can identify the 
ince famous soap advertiser who 
ed it for years, you’re a real 
bid-timer. 
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A management publication look- 
g for an advertising salesman to 
pen a new territory offers salary 
lus traveling expenses and hos- 
pitalization. 

Is the territory that tough? 
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“Newsom, Bernays, Byoir, Son- 
henberg clipped by ’48,” reports 
ie world’s greatest advertising 
ournal. 

There’s a penalty for clipping, 
but apparently it won’t be neces- 
ary to impose it in this case. 
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“Why are some women more 
esponsive than others?” asks Vic- 
or Innes for Holiday. 

That’s a problem men have been 
nterested in researching ever 
ince the first apple was eaten. 
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Just about the time Paul Ray- 
mer came up with “selective” as 

substitute for “spot” radio, 
ovie Advertising Bureau started 
n to plug for “spot movie ads.” 
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“Ever cross the country on a 
horse?” ask the Nashville Tennes- 
ean and Banner. 

Some players have been on the 
ame horse from Bay Meadows to 
Pimlico without ever cashing a 
icket. 
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The movie industry gets $100,- 
100,000 of free advertising every 
ear in tie-up publicity, AA re- 
ports. The only field that comes 
hnywhere near equaling it is ma- 
or league baseball. 
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“Old foundry has face lifted,” 
eports The Foundry, which seems 
ig1t on the verge of becoming 
he Modern Beauty Shop of the 
and, mold and ladle business. 
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Father’s Day will be a cele- 
rated June 20, and it’s a cinch 
a‘her will enjoy it, even though 

knows exactly what will hap- 
"2 to him on July 1. 


a SS 


‘Bob Taylor raises Benny Hoop- 
siting,” the story says. Have you 
‘ecked on his agent’s telephone 
imber yet? 


Copy Cus. 


Stanley Resor at 69 Finds 
Advertising ‘Just Begun’ 


Ford Starts 
$10,000,000-Plus 
New-Model Drive 


Detroit—Ford Motor Company 
last week unveiled its 1949 line 
of passenger cars—as well as 
higher prices—and announced a 
record - breaking advertising pro- 
gram in which it will use all 
forms of advertising to as near 
maximum saturation as ever was 
attempted in the automotive in- 
dustry. : 

More than $10,000,000 will be 
spent in the promotion, but Ford 
would not reveal even approxi- 
mate figures. 

Simultaneously with the pre- 
miere of the new models in the 
Waldorf-Astoria in New York and 
press showings in Chicago and 
elsewhere, the opening advertise- 
ment showing the actual cars ap- 
peared in 1,590 newspapers in 
1,448 cities. Four-color spreads 
will also announce the cars in 16 
magazines and farm publications. 
Also used: 17 television stations 
in as many cities, two radio net- 
work shows and 18,000 outdoor 
posters in 5,052 cities. 

The announcement ad—1,750 to 
1,000 lines—shows the new Ford 
against a background symbolizing 
the American community and a 
cross-section of Ford prospects. 


Topping the newspaper ad is the| 


line, “You Can Look Now, It’s 
the °49 Ford.” With the picture 
of the new four-door sedan are 
two boxes setting forth features 
of the new models. The copy also 
describes the new Ford as “the 
car of the year” and “the one and 
only new car in the field.” 


Lists Magazines 


Fhe farm and magazine list in- 
cludes American Legion Magazine, 
Better Homes & Gardens, Cap- 
per’s Farmer, Collier’s, Country 
Gentleman, Farm Journal, Good 
Housekeeping, Life, Newsweek, 
Pathfinder, Progressive Farmer, 
The Saturday Evening Post, 
Southern Agriculturist, Successful 
Farming and Woman’s Home Com- 
panion. 

Ford’s television announcements 

(Continued on Page 65) 


Cigaret Expert 
and others air their 
opinions in ‘Voice,’ 
Page 58. Other features: 

Ad-libbing |. 


War Assets Drops 


Execs as Sales, 
Ad Budget Wane 


House Committee Cut 
May Eliminate JWT; 
Sales Costs Rise 


WASHINGTON — Government sur- 
plus property advertising, once a 
top buyer of newspaper space, 
tapers to only slightly over $1,- 
000,000 in the final War Assets 
Administration budget approved 


Sees Overseas, Social, 
Other Opportunities 
Still to Be Tackled “ 
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By LAWRENCE M. HUGHES 


New York—Ford Motor Com- 
pany this month will start to aug- 
ment J. Walter Thompson Com- 
pany’s 1948 billings with a 
hard-hitting, $10,000,000 campaign 
to launch a new car. 

But to a certain slender, ener- 
getic, gray-haired perfectionist 
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LUCKY STOLEE MEARS FINE TOBACCO 
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who has been with the Thompson 
company for 40 years and its 
president for 32, the dollars in- 
volved will count less than what 
goes into the campaign, and what 
it will do for Ford, and for Thomp- 
son. 

At 69 Stanley Burnet Resor is 


"FIRST AGAIN'—This 1,440-line inser- 
tion, first ad placed through BBDO for 
American Tobacco Co., is the opener 
in a 24-week campaign involving a 
greatly expanded budget (AA, May 
31). Members of the National News- 
paper Advertising Network are in- 
cluded in the newspaper list, and a new 
musical commercial emphasizes the slo- 


by the House appropriations com- 
mittee last week. 

At the same time, the present 
centralized direction of surplus 
property merchandising is dis- 
solved effective August 31, and 
sales responsibilities are returned 
to some of the agencies which pio- 


neered in disposal operation four 
years ago. 

With its inventory now only 
slightly over $4 billion, War As- 
sets advertising has dropped be- 
low the four-million mark in the 
fiscal year which ends June 30. 
Recent activity has been on a 
level comparable with the $1,180,- 
2 000 contemplated for the new 
Service Shops fiscal year. In the process of re- 

trenchment, War Assets has closed 
23 of its regional offices. Of more 
Cuicaco—This country’s 60,000|than 30 advertising agencies han- 
| shoe repair shops, 98% of them) dling its business, only 10 agen- 
one-man organizations, will soon|cies serving regional offices, and 
_be offered a shot in the arm to|two agencies on the national ac- 
| strengthen their resistance to nar-| count, remain. 
|row profit margins. The injection: | 
000,000 is conceivable. | advertising service from ideen-| Many Top Men Leave 

But Stanley Resor has _ not) pers for the first time in the in-| Staffwise, the agency. is releas- 
striven primarily for size. If the| dustry’s history. ing some of its most experienced 
business he has turned down, and| Plans for the new program were| men. Under the budget available 
the business he might have gained described by W. L. Wardell, ex-|for 1949, the Washington adver- 
had he been willing to alter his| ecutive vice-president of the Na-!'tising staff must be cut from 23 
principles a bit to piteh for it,| tional Leather & Shoe Finders As-| to seven, and the field staff from 
could be added to the current vol- | sociation, at its 43rd annual con-| 200 to 75. Since most of these 
ume, JWT would be nearer $200,- | vention attended here last week| people are experienced advertis- 
000,000 right now. | by 500 manufacturers, tanners | ing men who have no civil serv- 

Stanley Resor will be 85 in | and finders (wholesalers in the|ice status, many capable individ- 


gan in the radio phase. 


Jobbers Hear New 
Ad Plan for Shoe 


working harder than ever to 
strengthen advertising impact and 
to find new jobs for advertising 
to do. 

He may have been gratified 
when, in 1947, JWT passed the 
$100,000,000 mark in annual bil!- 
ings. Roughly, four-fifths domes- 
tic and one-fifth foreign, its esti- 
mated $103,000,000 total probably 
was one-third larger than that of 
any other agency. 


Nears $120,000,000 


In 1948, with both domestic and 
foreign expanding, JWT may 
reach $120,000,000. And by its 
centennial, in 1964, even $200,- 


1964. If he’s still active, the) shoe service industry). j}uals are anxiously searching for 
chances are he won’t stop long for; Under the program, clip sheets | 
‘felicitations. Doubtless he’ll be|of more than 100 shoe repair ads 


(Continued on Page 38) | — (Continued on Page 67) | Kucksters’ Rides 
Again, Unwashed 


New YorkK—When the novel 
was a success and the movie was 
a flop, the reprint company had a 
problem. 

Last week Bantam Books, Cur- 
|tis Publishing Company’s reprint 


_ Last Minute News Flashes 


American Tobacco Names Borr to Ad Post 
| New York—V. John Borr, who has been in the advertising de- 
| partment of American Tobacco Company for the past ten years, has 


been named assistant advertising manager. 
outfit, came to a decision about 


Nedick’s Will Promote New Orange Drink Frederic Wakeman’s “The Huck- 

New York — The bottling division of Nedick’s, Inc., will spend | sters,” The tale of a valiant if 
$100,000 between now and the end of 1948 to introduce a bottled improbable account executive 
|orange drink, not to be sold in Nedick’s stores. The company is/| caught in the gilt-edged toils of a 
scheduling one page weekly in the New York News, announcements |soap tycoon was tagged by the 
| on three New York stations and sponsorship of basketball game | Book-of-the-Month, and sold like 
|broadcasts on WHN, New York, this fall. The agency is Weiss & | crazy to the hammock set in 1946. 


} 

Geller, New York. As a movie, it came out sans sense 
and sex, handicapped by a too- 
gentlemanly Gable and a too- 


Me age Me , ladylike Deborah Kerr, and was 
the U. S. division of Maclean-Hunter Publishing Corporation, has re- | afflicted with creeping paralysis 


Thompson Resigns as MacLean-Hunter V.P. | 


Cuicaco—John R. Thompson, formerly vice-president and head of 


—, in i by Stage - 69) signed his post in order to take an extended vacation before assuming | at the box office. 
“ests doy mdhinga ta -- new duties in the publishing field this fall. Ernest R. Gauley, for- | Bantam Books, well aware that 
Einadies bibals Gaceer. a 46 merly manager of the London, England, office of Maclean-Hunter, has | more people saw the movie than 
Department Store Sales. 28 | been named head of the U. S. division. read the original, will key its sales 
ly Ea ee 12 . jcampaign to the theme, “The 
Getting Personal. -........... 14| Kimball Gets Bear Creek Orchard Account ‘Whole Story the Movie Didn't 
Information for Advertisers........ 12| Los ANGELES—Abbott Kimball Company of California has been ap-|Te]].” Its cover will display a 
In Washington ................... 20| pointed to handle the advertising of Harry and David Bear Creek| man and a willowy blonde in a 
ee. A ap $s deeds 4 Orchards, Medford, Ore. Consumer magazines and direct mail will drawing room on the Super Chief 
r ° ‘ eves | “ ; ” “ Beall | ® 
Sore Psa a | be used to sell the “Fruit of the Month Club” and “Royal Riviera | and all promotion will feature the 
The Pay-Off ........ 64) Pears. aah |details which Hollywood conveni- 
You Ought to Know... Se (Additional News Flashes on Page 71) ently forgot. 
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agency and sales department op- 
portunities. 

At present, War Assets is using 
Fuller & Smith & Ross for na- 
tional advertising and J. Walter 
Thompson for advertising prop- 
erty located in island territories. 
F&S&R service is channeled ex- 
clusively through the Cleveland 
office now, and the JWT contract 
will probably not be renewed 
after June 30. 

Regional agencies still serving 
the account are: Arthur Kudner 
in New York; Al Paul Lefton in 
Philadelphia; Rowe & Wyman in 
Cincinnati; Ruthrauff & Ryan in 
Chicago; Liller, Neal & Battle in 
Atlanta; Glenn Advertising 
Agency in Fort Worth; Potts- 
Turnbull Advertising Agency in 
Kansas City; Conner Advertising 
in Denver, and the McCarty Com- 
pany in San Francisco and Se- 
attle. 

Under the plan approved by the 
House appropriations committee, 
real property disposal — $2,685,- 
000,000 of the remaining task— 


reverts to RFC. Personal prop-/| 
erty, estimated at $667,000,000, re- | 
turns to the Treasury procurement 
division, now known as the Bu- 
reau of Federal Supply. Aircraft | 
and aircraft components, valued | 
at $873,000,000, fall to the De- 
partment of the Air Force. 


Sales Cost Rising | 
| 


The decision to split the re-| 
maining assignment among three | 
agencies caused immediate con- 
cern in administration circles, 
where it was felt that supervision | 
would be immensely more com- 
plicated. One of the immediate 
questions raised is the status of 
the advertising agencies now serv- 
ing national and field offices. Be- 
fore the centralized control of 
surplus property was established, 
duplication of effort and conflict- 
ing jurisdiction plagued the sales 
program. 

Early this spring, President Tru- 
man recognized that the remain- 
ing job should be absorbed by a 
regular government agency, but 


ABC CHANGEOVER—Ed Borroff, resigned vice-president, American Broadcast- 

is successor at a gay cocktail party in 

Left to right: Robert Kintner, ABC executive v.p.; John H. Norton 

Jr., new central division v.p.; Mr. Borroff, and James Stirton, general manager of 
the ABC central division. 


ing Co.'s central division, introduced 
Chicago. 


he suggested that the entire as- 
signment rest with the Bureau of 
Federal Supply. 

The current trend is toward do- 
nation, abandonment or destruc- 
tion of property which cannot be 
sold. War Assets Administrator 


Cash tn 


odds the dominant evening newspaper in a city 
with an effective buying income 63.5% above the 
national average. Its readers believe in The News 
and its advertisers. Take advantage of sales-pro- 


ducing reader influence of The Indianapolis News. 


ON HOOSIER READ| 


ing they carry. The Indianapolis News is by long 


; 
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Use The Indianapolis NEWS 
and reach Hoosiers when they read! 


Every MARKET has its own reading and buying habits. National 
advertisers have learned that in Indianapolis and the 33 surrounding 


counties, the people prefer evening newspapers and respond to the advertis- 


—IN DAILY ADVERTISING 
—IN READER RESPONSIVENESS 
—IN THE HEARTS OF HOOSIERDOM 


OWNING AND OPERATING RADIO STATION WIBC 


DAN A. CARROLL, 110 E. 42nd St., New York 17 « The JOHN E. LUTZ CO., 435 .N. Michigan Ave, Chicago 11 « JOS. F. BREEZE, Bus. Mgr., Indianapolis 6 


Jess Larson points out that per- 
centage ratio of operating costs to 
sales realizations climbed from 
13.1% in 1946 to 23.6% in 1947 
and 45.7% in 1948. He anticipated 
it would hit 58.1% in 1949. 


Petrillo Is Mum 
on Record Ban 


AssBury Park —James C. Pe- 
trillo, president of the American 
Federation of Musicians, last week 
said the union will not lift its ban 
on the making of records and 
transcriptions. He added further: 
“We will not even discuss it.” 

He made the statement during 
an address before the AFM’s an- 
nual convention—a date which 
widespread rumors had set for the 
end of the ban. 

Speaking in a pessimistic vein, 
the union chief said: “I see noth- 
ing but doubts ahead—not cnly 
for the American Federation of 
Musicians but for the labor move- 
ment as a whole. 

“We can’t fight on any front.) 
Government agencies are standing 
by to give labor a shellacking. . . 
There is no more free labor move- 
ment in America.” 

To meet this threat, Mr. Pe- 
trillo called for immediate “or- 
ganic unity” of the major labor 
unions, affiliated and independent 
—a suggestion which he told re- 
porters he would discuss with 
William Green, AFL president, 
later. 

He said contracts with the four 
major networks were renewed, at 
no increase in wages, after the 
union became convinced that ex- 
isting legislation prevented its as- 
sisting in the employment of musi- 
cians on the local level. 

In another reference to the rec- 
ord “holiday,” Mr. Petrillo stated: 
“The National Association of 
Broadcasters wants to pay us the 
fund (record royalty which be- 
came illegal under the Taft-Hart- 
ley law), and they don’t know 
how to pay it.” 


Millard Rejoins Kudner 
in Executive Capacity 

J. W. Millard, formerly vice- 
president and general manager of 
American Home Appliance Com- 
pany, San Francisco, and former 
director of the office of materials 
and facilities of the War Food 
Administration, has rejoined the 
Kudner Agency, New York, in an 
executive capacity. 

Mr. Millard is a former direc- 
tor of research for Erwin, Wasey 


' 
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N. W. Ayer Wins 
National Dairy’s 
Sealtest Account 


New York —National Dairy 
Products Corporation has chosen 
N. W. Ayer & Son to handle na. 
tional promotion of the Sealtes 
brand of foods. The account js 
estimated to represent billings of 
from $1,500,000 to $2,000,000. 
Invited to bid for the account, 
in addition to Ayer, were McKee 
& Albright, Philadelphia, which 
has handled it for some years: 
Batten, Barton, Durstine & Os 
born; Dancer-Fitzgerald-Sample 
and Pedlar & Ryan. Ayer ha: 
handled National Dairy’s institu. 
tional advertising since 1942, an¢ 
will now be responsible for al 
the parent company’s advertising 
The principal national promo. 
tion is the Sealtest “Village Store 
program currently featuring Jac 
Carson on NBC Thursday nights 
Carson will be replaced on Jul 
8 by Ray Noble, who will take thd 
summer spot until Sept. 2. 4 
new show will be developed 
carry on from there. 
The Ayer appointment is pari 
of an expanded program of adver- 
tising and promotion, the first step 
in which will be a _ nationwide 
merchandising study. 


Erickson Rejoins 
Bendix As Sales Head 


Parker Erickson has rejoined 
Bendix Home Appliances, South 
Bend, Ind., as director of sales 
succeeding W 
F. Linville, wh 
has resigned. §& 

Mr. Erickson 
formerly adver 
tising and sale 
promotion man 
ager of Bendix 
left the  com- 
pany in 1943 t 
become vice- 
presiden 
in charge o 
sales of Majes 
tic Radio § 
Television Cor 
poration anf 
president 
of Majestic Records, Inc. 


Parker Eri-kson 


Thor N ames Pingrey 


Harlan G. Pingrey, formerly ad- 
vertising manager of the Sout 
Wind heater division of Stewart 
Warner Corporation, has bee 
named sales promotion manage 
of Thor Corporation, Chicago. 


Metro Promotes Shapiro 

Emanuel Shapiro, who has beet 
with Metro Associated Services 
New York, since 1921, has bee 
elected executive vice-president 0 
the company. 


& Co., New York, and was on the 


original staff when the late Ar-| 
thur Kudner founded his own) 


agency in 1935. 


Ad Librarians Elect 


The National Advertising Group 
of the Special Libraries Associa- 
tion elected Arax Odabashian, 
librarian, Foote, Cone & Belding, 


New York, chairman at its annual | 


convention in Washington, D. C. 
Others elected are: Martha 
O’Leary, Benton & Bowles, New 


York, vice-chairman, and Bonnie | 


Dewes, D’Arcy Advertising Com- 
pany, St. Louis, secretary. 


AT LEADING PAPEF MERCHANT 
THE MARTIN CANTINE COMPANY 
— SAUGERTIES, N.Y. |) 
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| World center of the motion picture industry al 
‘al ..- America's third largest market! | 


AMERICA IS MOVING WEST... TO STAY! The making of pic- 
GET THE FACTS ON LOS ANGELES . . . NOW AVAILABLE tures is a basic industry in Los Angeles. It is big business — spending 
millions and employing tens of thousands every month. Along with 
creating fashions, fabricating steel, refining oil, processing foods, 
assembling automobiles, and a host of other important industries, 


The Research Department of The Times has completed 
a comprehensive survey of the Los Angeles mar- 
ket — including studies of population trends, 
sales analyses, buying habits, routes, etc. 
These valuable studies are outlined in 
the booklet “Los Angeles—City With- 
out Limits.” Write The Times today 
for your FREE copy. 


motion pictures are part of the expanding pattern that has made Los 
Angeles America’s third largest market. No matter what kind of goods 
or service you are selling, you will find active customers here. To reach . 
them ... tell your story in the Los Angeles Times — delivered to more 
homes than any newspaper in the West. 


ANGELES TIMES — 


CRESMER G WOODWARD, - NEW YORK, CHICAGO, DETROIT AND SAN FRANCISCO 


Circulation-—-ABC Audit Report for 
twelve months ending March 31, 1947: 
Daily, 400,811; Sunday, 747,852. 
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(handle “by Fox River” business | 
papers, Appleton, Wis.; Snap-on 
tools, Kenosha; Wigwam _ sport 


Scott-Telander 
P ar tnership Ends, shirts, Sheboygan, and Bradley | 
| sweaters, Delavan, Wis. 


Successor Formed pt his | 


Mr.wavKere—F ollowing the Adwomen Elect Bohn 
withdrawal of N. L. Telander from; jyrg Mary Bohn, home service 
Scott-Telander Advertising) director of Laclede Gas & Light 
Agency here and the dissolution! Company, has been elected presi- 
of the partnership, Harry H. Scott ‘dent of the Womens Advertising 


has announced the formation of| Club of St. Louis. Other new of- 
Scott, Inc. ficers are: Mrs. Clarissa Start) 
The new agency will occupy Davidson, feature writer of the 


St. Louis Post-Dispatch, vice- 
the same quarters as Scott-Telan-| president; Helen Prange, adver- 


der at 411 E. Mason St., and per-|ticsing manager of Selle Jewelry | 

sonnel “will be essentially un- Company, secretary, and Mrs. | 

changed,” except for several new) Gertrude Pfeffer, partner in the | 

additions to the staff. |St. Louis Crayon & Handle Com- 
Scott, Inc., continues the Mil-| pany, treasurer. 

waukee franchise of the Conti- 


nental Agency Network. Accounts| Latex Starts Spot Drive 


to be serviced by the office in- . i 
clude Master Padlocks, Hevi-Duty | yaw York began a heavy select. 


ance, Gettelman Ratskeller and /| 150 stations, through Foote, Cone 
$1000 beer and Rosenthal corn|® Belding. “The Laughing Lady” 


, esters, all in Milwaukee. ‘announcements, promoting Play- 


| 


| 
} 


» | tex girdles, are heard 2,000 times 
In addition, Scott, Inc., will! weekly. 


Four A’s Unit 


Asks for Annual 
Rate Protection 


Finds More Stations 

Give Cash Discount; 

Agency Profits Up 

New YorK—The newspaper 
committee of the American Asso- 


ciation of Advertising Agencies 
has passed a resolution urging 


|/newspapers to “revert as soon as 


possible to the policy of granting 
one year’s rate protection on all 
national advertising and to elimi- 
nate .. . any discrimination in 
rate protection between one ad- 
vertiser and another.” 

The committee, headed by H. H. 
Kynett of Aitkin-Kynett Com- 


pany, Philadelphia, said that such | 
policies would be “in the inter-| 
ests of maintaining advertising| 
| volume and encouraging the plan- | 
ining of newspaper campaigns on 
|an annual basis.” 

| The resolution was reported at 
a press conference following a 
/meeting of the Four A’s board of 
|directors here. Participants in- 
|cluded Thomas D’A. Brophy, Ken- 
/yon & Eckhardt, chairman of the 
| board; Abbott Kimball, of Abbott 
|Kimball Company, chairman of 
the press relations committee; 
Frederic R. Gamble, president, 
and Richard L. Scheidker, vice- 
president. 


Regional Meetings Planned 


The Four A’s annual meeting 
will be held at the Greenbrier, 
White Sulphur Springs, W. Va., 
April 6-8, 1949. Meanwhile, re- 
gional meetings are planned for 
the New York council on Nov. 15; 
of the central council, at Chicago 
on Oct. 8; and the Pacific Coast 
council at Arrowhead Hot Springs, 


near San Bernardino, Oct. 11-13. 


*average net paid circulation figures for 
the 6-month period ended March 31, as 
submitted by the publishers to the A. B. C. 


Sunday Circulation — 554,187 


Advertising Age, June 14, 1.48 


Mr. Gamble reported that 24 
members participated in the 1::47 
study of agency costs. He adceq 
that agency profits continue ty, 
move “slightly higher,” and t! at 
they now average more than % 
of gross billings for agencies of 
all sizes. 

Four A’s membership now tot: |s 
a record 219, but is still only about 
10% of all 2,000 agencies in tie 
country. Only “one or two” Four 
A’s members have folded, for {j- 
nancial reasons, in the associa- 
tion’s 31 years. 

Some progress was reported in 
efforts to get radio stations to pay 
the 2% cash discount. Of 1,360 
AM stations, Mr. Scheidker ex- 
plained, 124 now say they offer 
the discounts, and an additional 
10% of this group did not com- 
mit themselves. Some FM and 
television stations now offer it. 


Record Press ‘Play’ 


Mr. Kimball noted that the as- 
sociation’s annual meeting at Vir- 
ginia Beach in April received rec- 
ord “play” in the press. There 
was also unusual interest among 
members in reprints of features 
of that meeting—especially of the 
television session; of talks by F. B. 
Ryan Jr., Ruthrauff & Ryan, on 
costs; of J. P. Cunningham of 
Newell-Emmett, on copy; and the 
report of Fairfax M. Cone of 
Foote, Cone & Belding on the 
Elmo Roper study on selling top 
management on advertising. The 
Cone report brought requests for 
1,018 copies. 

The Four A’s is working on a 
standard order blank for art work 
and photography. A new commit- 
tee on agency personnel, headed 
by Fletcher Richards of Campbell- 
Ewald Company, New York, is 
being formed. Another committee, 
headed by John Caples of Batten, 
Barton, Durstine & Osborn, is 
promoting the use by agencies of 
the findings in the Continuing 
Study of Newspaper Reading. 


Offers Media Data 


In research, the association has, 
among other things, prepared for 
use by its members, media data 
on Latin American countries, and 
also has sent questionnaires to 
Australia, Union of South Africa 
and other countries. 

In the last year it has worked 
on a new financing plan for the 
Advertising Research Foundation, 
and has supplied 28 agency task 
forces—not all of them Four A’s 
members—on 16 Advertising 
Council projects. 

In the “area of ethics,” mem- 
ber discussions were broadened 
to cover not only “bad taste” but 
“advertising objectionable for any 
reason.” 

A total of 602 applicants in 
April took the association’s ex- 
aminations for jobs in advertising, 
as compared with 544 last June. 
Grades in the current tests aver- 
aged higher. 


Mades Heads Seattle 
Simpson-Reilly Office 

J. Allan Mades has been ap- 
pointed manager of the Seattle «/- 
fice of Simpson-Reilly Ltd., puo- 
lishers’ representative, succeeding 
Sidney F. Smith, resigned. \!r 
Mades thas been operating his ow! 
business as publishers’ represen‘:- 
tive in the Pacific Northwest ‘or 
the past three years. 


Issues ‘48 Ad Register 


National Register Publishi: 4 
Company, New York, has issu: ‘ 
its 1948 edition of the “Standa 4 
Advertising Register,” with da 4 
on 13,000 advertisers who sper 
95% of the nation’s ad dollars. 


Robb to ‘Newsweek’ 


Arthur T. Robb, for many year 
executive editor of Editor & Pub- 
lisher, before going into publicity. 
has joined Newsweek as press edi- 
tor. He succeeds George Y. Wells 
who resigned to become an edi 
torial writer on PM. 
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And now the HPL is on KIRO! 


June 14: Columbia’s great 50,000-watt affiliate in 
the Pacific Northwest... KIRO, Seattle-Tacoma... 
becomes the eighth station to broadcast, live and 


locally, radio’s most sales-effective participating 


program— THE HOUSEWIVES’ PROTECTIVE LEAGUE” 


A GREAT STATION 


You can go far on KIRO. With 50,000 watts 
on 710 kilocycles, KIRO carries “The House- 
wives’ Protective League” throughout a terri- 
tory with 442,000 radio families ...344,000 
in the Pacific Northwest and 98,000 more 
living in western Canada (50-100% BMB 
Daytime Audience Area). 


It’s one of the largest markets in the West. 
And one of the richest. Its more-than-a-million 
people buy every kind of retail product to the 
tune of more than $1,600,000,000 every year 
—44% more retail sales per family than the 
nationwide average! 


You can get more of these big spenders 
to buy more of your product by talking to 
them on the two KIRO “Housewives’ Protec- 
tive League” productions. On alternate days, 
your story will be part of KIRO’s “Sunrise 
Salute” (6:00-6:55 a.m., Monday through 
Saturday). On other days, your product will 
be sold on KIRO’s “Housewives’ Protective 
League” (2:00-2:30 p.m. Monday through 
Friday and 10:00-10:30 a.m. Saturday). 


A GREAT SALES VEHICLE 


Don’t take our word for it. Instead, take a 
tip from the 83 national spot advertisers listed 
on the right. For each has testified —in hard 
dollars and sense —that “The Housewives’ 
Protective League” is a sales manager’s dream 
come true. 


Listeners have complete confidence in 
every word said about HPL-advertised mer- 
chandise. They know each product has been 
submitted to a rigid consumer test by “The 
HPL Testers’ Bureau”...endorsed by this 
panel of housewives from the KIRO listening 
area...and awarded HPL approval. 


And every word of every sales story com- 
mands complete attention. For sales mes- 
sages are smoothly integrated into the pro- 
gram format of “The Housewives’ Protective 
League - Sunrise Salute” combination: ad- 
libbed casual conversation by a master of 
ceremonies who talks with equal ease about 
everything from the Lewis and Clark Expe- 
dition to a story about your product that 
makes listeners buy and buy and buy! 


For more information about radio’s most sales-effective participating program— 


on KIRO—or on any of the seven other CBS stations carrying “The Housewives’ 


Protective League” productions—get directly in touch with the stations, their 


national spot representatives, or... 


THE HOUSEWIVES’ PROTECTIVE LEAGUE 


“The program that sponsors the product” 


A Division of CBS * Columbia Square, Hollywood 


HPL MARKETS: Los Angeles (50,000-watt KNX)...Chicago (50,000-watt WBBM)...St. Louis (50,000-watt KMOX)...San Fran- 
cisco (5,000-watt KQW)...New York (50,000-watt WCBS)... Washington, D. C. (50,000-watt WTOP)... Minneapolis-St. Paul 


(50,000-watt WCCO)...Seattle (50,000-watt KIRO)...and more great markets and stations to be announced later in the year. 


THESE 83 NATIONAL SPOT ADVERTISERS 


SPONSORED “‘THE HOUSEWIVES’ PROTECTIVE LEAGUE”’ 


PROGRAMS DURING THE PAST TWELVE MONTHS: 


American Packing Co. (Sunrise Meats) 
Ballard and Ballard Co. (Ballard Oven-Ready Biscuits) 


Beatrice Foods Co. (Meadow Gold Butter and other products} 


Beltone Hearing Aid Co. (Hearing Aid) 
Birds Eye Snider Inc. (Birds Eye Frozen Foods 
and Snider's Catsup) 
Book-of-the-Month Club 
Blue Moon Foods, Inc. (Cheese) 
Bordo Products Co. (Citrus Juices) 
E. L. Bruce Co. Inc. (Bruce Floor Cleaner) 
Cadillac Publishing Co. (Complete Home Decorator —book) 
California Almond Growers Exchange (Diamond Almonds) 
California Fig Institute (California Figs) 


California Prune and Apricot Growers’ Ass'n (Sunsweet Prunes) 


California Spray Chemical Corporation (Insecticides) 


California Walnut Growers’ Association (Diamond Brand Walnuts) 


Clean Home Products Inc. (Apex Insecticides) 
Comfort Mfg. Co. (Craig-Martin Toothpaste} 
Commander-Larabee Milling Co. (Airy Fairy Cake Mix) 
Consolidated Dairy Products Co. (Darigold Cheese) 

G. N. Coughlan Co. (Chimney Sweep) 

Curtis Publishing Co. (Holiday) 

D'Arrigo Bros. Company (Andy Soy Broccoli) 

L. DeMartini Co. Inc. (Roasted and Salted Mixed Nuts) 
Doubleday end Co. Inc. (Book League of America) 
August E. Drucker Co. (Revelation Tooth Powder) 
Durex Blade Co. Inc. (Durex Razor Blades) 

Ekco Products Co. (Ekco Pressure Cooker) 


Electric Household Utilities Corp. (Thor Washing Machines) 


Frito Company (Fritos) 
General Foods Corporation (La France) 


General Petroleum Corporation of California (Tavern Waxes) 


Golden State Co. Ltd. (Golden-V Vitamin Milk) 

B. F. Goodrich Co. (Tractor Tires) 

Hills Brothers Co. (Dromedary Gingerbread) 
Hubinger Co. (Quick Elastic Starch) 

Inland Rubber Corporation (Tires) 

Juice Industries Inc. (Sunfilled Whole Orange Juice) 
Kerr Glass Manufacturing Corporation (Canning Supplies) 
Kretschmer Co. (Happy Harvest Wheat Germ) 
Lon-0-Sheen Inc. (Cleaner) 

Lindsay Ripe Olive Co. Inc. (Olives) 

Lite Soap Co. (Lite Cleanser) 

London Specialties Co. (Attachment Button Holes) 
Los Angeles Soap Co. (Merrill's Rich Suds) 

Maggi Co. Inc. (Maggi Bouillon Cubes) 

Manhattan Soap Co., Inc. (Blu-White) 

Marlin Firearms Co. (Marlin Razor Blades) 
Michigan Chemical Corp. (Pestmaster Products) 
Michigan Mushroom Co. (Dawn Fresh Mushroom Products) 
Mickleberry Food Products (Mickleberry Meat Products) 
Louis Milani Foods Inc. (1890 French Dressing) 
Nash-Underwood Co. (Donald Duck Peanut Butter) 
National Biscuit Co. (Shredded Wheat) 

National Carbon Co. Inc. (Krene) 

O'Brien's of California Inc. (Candy) 

Omnibook Inc. (Magazine) 

Orr Felt and Blanket Co. (Orr Clankets) 

Park and Tilford (Tintex) 

Payne Furnace Co. (Furnace Sales and Service) 
Peer Food Products Co. (Peer Brand Pie Dough) 
Perfex Co. (Perfex All-Purpose Cleaner) 

Perk Foods Co. (Perk Dog Food) 

Pomona Products Co. (New West Raw Apple Juice) 
Poultry Tribune (Magazine) 

Radbill Oil Co. (Renuzit) 

Rand, McNally and Co. (Institutional) 

Samuel Goldwyn Productions Inc. 

Schulze and Burch Biscuit Co. (Biscuits) 

Shotwell Mfg. Co. (Hi Mac Candy Bars) 

Sioux Honey Ass'n (Clover Maid Honey) 

Smith Bulbs (Tulip Bulbs) 

Soil-Off Manufacturing Co. (Soil-Off) 


Southern California Citrus Foods (Real Gold Lemon, Crange Base) 


Special Foods Co. (Jays Potato Chips) 


A. E. Staley Mfg. Co. (Cream Corn Starch, Sta-Flo Liquid Starch) 


Standard Brands Inc. (Royal Puddings) 

Stewart and Ashby Coffee Co. (Coffee) 

Sweets Co. of America (Tootsie Fudge Mix) 

F. G. Vogt and Sons, Inc. (Philadelphia Scrapple} 
Wander Company (Ovaltine) 

Ward Baking Co. (Tip Top Bread) 

Washington Cooperative Farmers Ass'n 

Western Stationery Co. (Ball Point Pens) 
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Structural Clay 
Makers Get FTC 
Pricing Order 


WASHINGTON — FTC last week 


volved in one case. Nine New 
England brick manufacturers and 
their sales agency, Colonial Clays, 
Inc., were named in the second 
case. Neither case was contested. 


HIGH COURT DENIES 


ordered the Structural Clay Prod- REHEARING ON CEMENT 


ucts Institute here to discontinue 
basing point pricing systems main- 
tained in the tile and brick in- 
dustries in conjunction with pro- 
ducers. 


In each industry, the firms had) 


utilized “regional sales agencies in 
addition to price data published 
by the association as the basis for 
matched delivery prices,” FTC 
said. 


Five tile makers and their sales | 


Brick & Tile Sales Cor- 
Canton, O., were 


agency, 
poration, 


in-| 


WASHINGTON — The U. S. Su- 
preme Court last week refused the 
rehearing sought by the Coment | 
Institute and a dozen other firms | 
which had been ordered to dis-| 
continue a basing point system of | 
delivered prices. 

The court’s action, which closes 
the way to any further judicial | 
remedy in the cases, consisted’ 
merely of a notation that the peti- | 
tions from the institute and the 
individual firms (AA, June 7) had | 
been denied. 


Bendix Names Sterritt 

F. T. Sterritt, formerly adver- 
tising and sales promotion man- 
ager of Sparton radio, made by 


Sparks-Withington Company, has | 


been named advertising manager 
of radio and television, Bendix 
Radio division, Bendix Aviation 
Corporation, Baltimore. 


Gamble-Skogmo Shifts 
Merchandising Setup 


Gamble-Skogmo, Minneapolis, 


has reorganized its merchandising | 


division and realigned its hard and 
soft lines merchandising groups to 
assure control of depth in basic 
stocks and unify the firm’s mer- 
chandising program. E. C. Pen- 
nock, recently elected vice-presi- 
dent and director, becomes hard 
and soft lines merchandising di- 
rector, to be assisted by A. G. 


| Johnson, formerly hard lines group 
| manager. 

George Anderson has _ been 
named supervisor of five groups in 
the division of hard lines mer- 
chandising, to be assisted by 
|Woodrow Patton, formerly of 
Montgomery Ward, Chicago. A 
i\new director of soft lines has not 
|yet been appointed. 


| ooo, 
Bireley’s in Dallas 

| Bireley’s fruit flavor beverages, 
‘product of Bireley’s, Hollywood, 
|Cal., division of General Foods 
Corporation, is being distributed 


in Dallas through a bottling com-| 


|pany headed by Hart H. Miller, 
formerly sales manager of Dr. 
|Pepper Company. Young & Rubi- 
jcam, Hollywood, is handling 
| newspaper and outdoor for a local 
campaign, and Y&R, New York, is 
| buying radio time. 


‘ld rather be home reading The Bulletin" 


You're apt to hear this crack almost anywhere in Philadelphia . . . 
for more than four out of five Philadelphia families like to spend 
their evenings reading The Bulletin. 

Because The Bulletin reaches its readers at the right place (in 
the home) — at the right time (in the evening) — it’s small wonder 
so many advertisers use it to cover America’s third largest market. 

Remember this potent sales fact: The Bulletin goes home — 
stays home — and is read by the entire family! 


In Philadelphia — nearly everybody reads The Bulletin 


Evening and Sunday 


Advertising Age, June 14, | \43 


Luckman Proposes 
Labor-Managemet 
Production Clinic 


| New Yorx—Charles Luckm. 1, 
/rapidly becoming the white kni; ht 
of the labor-management round- 
table, proposed last week the cre- 
ation of a joint labor-managem:nt 
productivity clinic, and offered 
his company’s funds to under- 
write its first year of operation 

The young president of Lever 
Brothers Company spoke before 
the 25th anniversary conference 
of the American Management A<- 
sociation. 

The joint clinic would under- 
take (1) consumer research; (2) 
a national labor-management con- 
ference; (3) test plans in pilot 
plants; (4) correlate pilot plant 
experience in order to sell the 
program to management and 
/unions, and (5) continue studies 
of productivity problems. 


Incentive Hurt 


Discussing the decline in labor's 
productivity, Mr. Luckman laid 
some of the blame at manage- 
,ment’s door, saying that incentive 
|plans have been hurt by that era 
|'when “robber barons first began 
|to falsify their incentive book- 
| keeping. . . They rigged their wage 
| calculations so that the average 
| competent worker couldn’t make 
'a living wage ... in fact a big 
league shell game.” 
| Labor reacted to these “low 
| practices in high places” by dis- 
trusting productivity, which had 
|come to mean “false promises, 
-heartbreak, backbreak, speedup 
_and layoff,” he said. Labor re- 
|taliated by resorting to “slow- 
|downs, featherbedding, and other 
| deliberate restraints on produc- 
| tion.” 

But productivity must be 
|stepped up, Mr. Luckman said, 
| pointing to the triple stress on our 
| domestic economy placed by bur- 
/geoning home consumption, mili- 
'tary preparedness and ERP. 


Two-Sided Problem 


| Nor is it purely a management 
| problem, in his opinion. “There 
are a few gentlemen in labor's 
house who need streamlining, too. 
|... With their public-be-damned 
|attitude, these egomaniacs are 
| proving that the robber baron at- 
| titude, past and present, is not a 
/-monopoly of management.” 

_ Edward H. McDermott, of Wil! 
|'& Emery, Chicago, told the group 
| that executives are the under- 
| privileged, as far as incentives are 
| concerned. Accumulation for cap- 
|ital funds is at an all-time low 
/among executives whose principal 
_income is from salary and bonus, 
| Mr. McDermott warned. 

| Lounsbury Fish, organizationa! 
counsel, Standard Oil Company of 
| California, San Francisco, told ‘he 
| Sroup that as companies are e- 
| centralized, the need for organi7a- 
|tion and clear channels of admin- 
istration is heightened. 


G-E Shifts Four 


General Electric Company’s | p- 
pliance and merchandise depé t- 
ment, Bridgeport, Conn., iS 
shifted A. M. Sweeney, forme: y 
manager of appliance sales, to g¢ !- 
eral sales manager; Charles 
Theleen, assistant manager of « - 
pliance sales to manager of sa! 5, 
and George B. Park, formerly pu \- 
\lic relations manager, to succ¢ 
|Arthur L. Scaife as advertis! 
|manager. Mr. Scaife becomes m2! 
|ager of merchandising. 


Names Charles Gay 


Charles E. Gay, formerly amuse- 
ment editor of the Dayton Daily 
News, has joined Kircher, Helto 
& Collett, Dayton agency, as 4’- 
rector of radio and television. 
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See the 
Completely New 
Liberty Magazine 


SUMY O5SUCT row rar, 


has more than a new look...it has a NEW OUTLOOK! 


Vy 
NEW COVER AG th Advance previews 


Af 


NEW ART TREATMENT among the advertising trade 


have elicited remarks such as: 
NEW DEPARTMENT GROUPINGS 


“Fi tl : Libert ” 
NEW USES OF COLOR inest looking Liberty I ever saw 


“You've hit the look in the book for the 


NEW TYPOGRAPHY Middle Millions.” 
NEW LAYOUT CONTINUITY “It'll sell like mad!”’ 
NEW “EDITORIAL ALERTNESS” / “This is not a face-lifting job... 
‘ 
/ it’s a brand new girl!” 
f 
’ “ ° . > 
The New Liberty is Brand New ! Congratulations . . . Liat is now 
; greatest mass magazine value 
from Cover to Cover / at lowest price, 10¢.”” 


Advertising Offices . . . New York, Chicago, Detroit, Los Angeles 


SEE THE NEW LIBERTY... JULY ISSUE...ON SALE WEDNESDAY, JUNE 16TH. 


es 2 “Tie ae # 4 kei Mei? > ees ae ee f _ a us oe oe S ine 3 r 7 a - a ie 
"J 3 - Jone ee 4 5 ms 4 ’ v 4 ped E Ga ; See ney Lo 
iia UMS, 8 Be. 28 ee we ee oe : SoS Sahin RPO se ne inteat Si re fee ee 
gare a ee Se Hitech a lite ee eee Ge ee et digs eres oe ie 5 scat Pig GPS cane es Cae = se Pied or sa. car i 
eo. cee ie aS ere a : vers ‘ pe : gee a gine ; ‘ ee , oe d Lal Es ear - ne! Ti 6. Nope ca ee AE Ta 2 Set Seaeeacrt i‘ te he. ‘ ie 
5 ge eat ook Wn Lee 3 a . e di hae Bets 2 ve pie r 3 rr. Fey ia be ge 1 : ia paras a > = My re ~~ eae ’ 
ae et a Raden no eS IE. eee ee ae Se eae Oia A | ee ee ee ee ae Sy ee ee oe ey oe ON eer ea ee ee ig to). 2 ————a 
oa oc ‘a ie A Pen roe tenes Bes 3 She em aie ee et ME eg fk Ce iy | ee oe a Pe he te oe eee Be iri a PME ee on . rh a ee : 
: m - : FWikeoeaks ee: - 
vies 
: ea 
" 

. hes 
eh 
os 
ee 
oe 
Fs 
aE 
en 

_ a 

ie 

a » 
as 

Se 

. 

: | 
a Libert | 

v4 = 

Hie 

ae 

Bah 

ahs 

. , hag 

- a 

: see kr 

Fz re 

—= af rei 

cas 

ae 

ge 

’ oe 

z 

iy 

' uns 

ee am 

| Sr 

| ia 
: 

j 4 
A 
| 

| a 

| ie 

/ — 

‘ i on 

ee . : 

oa 

; - 

4 —— 
—_ @ 
Bee 
e. 
Pa as 
a 
pe 
form 
’ ae 
’ eae: 
‘ > 
- . . . a a ’ ee 
Seu pert a lee tak ee eS bt Sie Settee eee, ey Sew : aie 
oe eh OS ae Sag Oe sgh : 
a gars z ‘ : Cae eae 
‘ me pes ‘ Sp i Fas Pie aa 
a; : Ltt’ fe s a 5 OE Sd nage 3 ; ay 
eats J Sc ee, eae a j ee 
‘ i 5 : * wee 
te y , é a 
a so coe i ; ta 
on ee i : é sigh an gi 
ee d ee, 43. "4 ‘ hig. a ey ; ee? 
a ORR Re. Fie Bg ONE Re tea Se at EM SS 9 a. 
Oy Ree pidee Metre, BMG ne ae ck RE ae Ee oe ie pee %, bee : 
os i as bi Be ee ag Rk Ss i one ee ae Bi hing iF Age a 
epa t- *: ViAGAAiIN Oi : 
P S e ees ye Ss es ae i eng ay at Ba vonbiged ve Bi e ae Ne 7 
° " ' BS tes is, ; So TaN Me i eee Aa yp Aimee Mi PE 8 ne : 
’ ae 3 *& a x Biss % eee as * Dae it ath, Bea ba eS . m Bs = 
, POR ee eR a a a ae pe a ee CE eS Sek a Ae megs | : 
yrme: |¥ j Rs Deets A coe ie eae ia ee ame Tia Shhcae eRe, Wie - 
. j gee x % s Bee o * : eg ag - 
= i 
to ge: ; 
les ° a: 
of a>- § | 
f Sa. se ee 
ly pu’- 
succe ° a 
A > 
artis! eee ee 
Ss ma! a 
in 
- 
ae 
: ie 
| a 
‘ ey 
Bo 
amuse- ab 
. Daily ey 
Helto 
| - oly 
& | Spa 
as d ' neat ‘3 
eet, 
on. ‘ a 
} aur 
‘J & : 
4 ’ ‘ . oe ~ : < ‘ » 4 . \ s an Sie 
site Sets 1 ee: ae sagt: co een alate tet a! Memes te sf ae nis PECTS th eee ™ eee ork BY SP Nah ae Nu tet ee Rm re Ane eT ae ort Macey pmaiveh Ske Wants eed ee Rt ne ta ae ey ia i aap Seat AA, ST ae ee NN el ag Seo 


8 
Johnson Candy 
Unfair, Says FTC 


WasnHincton —FTC last week 
ordered Walter H. Johnson Candy 
Company, maker of Powerhouse 
and Heavyweight Champ candy 
bars, to make its products avail- 
able to other customers on the 
same terms that it offers the Auto- 
matic Canteen Company of Amer- 
ica. 

FTC claimed the vending firm, 
which sells an estimated 200,000,- 
000 bars annually through 100,000 
machines, was able to buy 100- 
count packages on much more 
favorable terms than its competi- 


tors could buy the 24-count pack- 
ages available to them. 

Johnson waived hearing on the 
charges. Similar complaints in- 
volving dealings with Automatic 
Canteen Company of America 
were lodged by FTC last month 
against 10 of the other top candy 
firms (AA, May 31). 


Agency Changes Name 


Boone, Sugg & Tevis, San Fran- | 


cisco agency, has changed its name 
to Boone, Sugg, Tevis & Walden. 
The fourth partner in the agency, 
Charles K. Walden, specialist in 
food merchandising and advertis- 
ing, has been with the agency for 
the past year. 


Mrs. Campbell Elected 
by Toronto Adwomen 


Mrs. Frances Campbell, produc- 
tion manager of New Liberty 
Magazine, Toronto, was elected 
president of the 
Women’s Adver- 
tising Club of 
Toronto at the 
club’s annual 
meeting and 15th 
birthday party. 

Other officers 
elected § are: 
Vice - president, 
Mrs. Elsie Bar- 
ron; correspond- 
ing secretary, 
Bea McCullough; 
recording secre- 
tary, Joan O’Donnell, and treas- 
urer, Marion Douglas. 


Frances Campbell 


Starts Lipan Campaign 
Spirt & Co. Waterbury, Conn., 
will begin a national campaign for 
Lipan, a medicine for psoriasis, 
using Sunday supplements in July 
and 12 national magazines begin- 
ning in August. The agency is 
Erwin, Wasey & Co., New York. 


It’s what a new hat does for a woman. 


It’s why a cat feels it can look at a king, 


Sometimes you hear it in a voice— 


often you see it in results, 


It’s in better mouse traps... 


It’s in the ring of a million cash registers. 


it carries no rabbit’s foot, fingers no voodoo bag, 


walks in the dark without whistling. 


And in the columns of figures 


on the right side of the ledger. 


You can’t live without it — 


buy without it — 


or sell without it. 


That’s Confidence! 


Many, many people have confidence in the many 


people who have confidence in 


$4,000,000 Billing 


Speeds New FC&B 
International Unit 


New Yorx—Foote, Cone & Bel- 
ding, which launched its overseas 
operation shortly after V-J Day, 
today announced the formation of 
Foote, Cone & Belding Interna- 
tional Corporation. 

A wholly-owned subsidiary, the 
new company begins with more 
than $4,000,000 in international 
advertising and public relations 
business. 

Headquarters of the interna- 
tional subsidiary will be in New 
York, as will be the main office 
of the Latin-American division. 
European operations will be han- 
dled from London, 52 Charles 
St., Berkeley Square—the office of 
Foote, Cone & Belding Ltd., 
newly-formed British subsidiary 
of the international corporation. 


Berk Is President 


Officers of FCB International 
are: Harry A. Berk, president— 
who started the division in 1946 
after Army service as a colonel; 
Patrick Dolan, 
vice-president — 
who joined 
FC&B after 
Army service as 
a major, and who 
was formerly ad- 
vertising man- 
ager of Columbia 
Records; Robert 
Strother, vice- 
president in 
charge of public 
relations, who 
joined FC&B from Time, Inc., last 
year where he was general man- 
ager of the international editions; 
A. E. Rood, vice-president and 
treasurer, who is also assistant 
treasurer and a vice-president of 
the parent company; M. P. Fran- 
ceschi, vice-president and secre- 
tary, who is also vice-president 
and general manager of the New 
York office of FC&B. 

Jere Patterson, who joined the 
agency early in 1948 after being 
foreign sales director of Parker 
Pen Company, has been named as- 
sistant to the president of FC&B 
International. Adele Mattson, for 
the past two years in the media 


Harry Berk 


Advertising Age, June 14, 1g 


department of FC&B’s interna 
tional division, has been name; 
media director of the internation, 
company. 

Messrs. Berk and Dolan double 
as directors of FC&B Ltd.; the 
others are Brian McCabe, Jo 
Cuff, Olaf Ellefson and Ken Tay 
lor, all working executives of the 
British agency. 


Full-Time Staff of 100 


The international unit has ; 
branch in Switzerland, affiliated 
advertising companies in 30 coun. 
tries, and a full-time staff (divided 
between the U.S. and Europe) of 
more than 100 people. It has ful] 
or part-time public relations peo. 
ple in 25 countries. 

The company also listed 33 
clients, including several handle¢ 
by FC&B domestically. 

Clients of FCB Internation; 
and FCB Ltd. are: 

A. C. Sphinx Sparking Plug Con. 
pany, division of General Motor 
IAd., Dunstable, England; Barban 
Gould Ltd., London; Bourjois Ltd, 
London; British Overseas Airway 
Corporation, London; British Na. 
tional Coal Board, London; Califor. 
nia Fruit Growers Exchange, Lo; 
Angeles; Cellucotton Products Ltd. 
London; Chanel, Inc., London 
Columbia Fur Dyers Ltd., London; 
Walt Disney Productions, Holly- 
wood. 

Federation of Swiss Watch Manu- 
facturers, Bienne, Switzerland: 
Harry Ferguson Ltd., Coventry, 
England; Frigidaire Ltd. division of 
General Motors Ltd., London; Gen- 
eral Motors Ltd., London; General 
Motors Overseas Operations, New 
York; Samuel Goldwyn Films, 
Hollywood; Independent Artists, 
Hollywood; Irish Overseas Airways, 
Dublin; Irish Tourist Board, Dublin. 

Jesse L. Lasky Productions, Los 
Angeles; Liebmann Breweries, New 
York; Lockheed Aircraft Corpora- 
tion, Burbank, Cal.; Rainbow Pro- 
ductions, Hollywood; RKO Radio 
Pictures, London; Rotax Ltd., Lon- 
don; S & W Fine Foods, San Fran- 
cisco; Selznick Studio Releasing Di- 
vision Ltd., London; Hunt Strom- 
berg Productions, Hollywood; Tescarn 
Ltd., London; Toni Company, Chi- 
cago and London; United States 
Government Office of Foreign Liqui- 
dation, Paris; Walter Wanger Pro- 
ductions, Hollywood. 


Messervey Joins KYW 


Chester R. Messervey, formerly 
with Station WBZ, Boston, and 
Station WHPE, High Point, N. C., 
has joined the sales staff of Sta- 
tion KYW, Philadelphia, succeed- 
ing Hal Lamb, who has resigned. 


Boston Agency Moves 


Ford, Nichols & Todd, Boston 
agency, has moved to new offices 
at 113 State St. 


Be Sure 


of Fine Printing Plates 
from Color Films 


A CHROMART color print, made from your color film, gives you 
these production and platemaking advantages that are utterly lack- 
ing when the film itself is your copy: 


CLIENT SATISFACTION. Your customer can okay a print he can look 
at more intelligently than a film he must peek through. 


COMPLETE FLEXIBILITY. Retouch, airbrush or letter-across a Chromart. 


ECONOMY. Paste Chromarts into final artwork, make but one set 
of plates of entire page. Also, platemakers charge less when work- 


ing from a print. 


FINER REPRODUCTION. Your platemaker can and does work with 
more certainty from fine flat copy he can match color-for-color. 


Big time advertisers from coast-to-coast have been using 
CHROMARTS for nearly a decade. Made from your color films 
they are priced from $52 to $122, depending upon size ordered . . . 


and pay for themselves. Write! 


Frank Miller Laboratories 


846 N. Fairfax, Hollyweod 46 
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women acted! 


WOMEN USED THEIR POWER to work for a nation-wide 
reform of the judiciary when they learned about wide- 
spread corruption and inefficiency from the COMPANION 
article “Behind The Black Robes.” Requests for 
thousands of reprints flooded COMPANION offices — the 
article was quoted at length on a full network program— 
newspapers all over the country spurred the drive with 
publicity in their news and editorial columns. 
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The COMPANION’S powerful and consistent reader 
response is becoming a tradition in the women’s field. 
Tangible resu/ts make the COMPANION outstanding. 
And here are more reasons why it’s smart to keep 
your eye on the COMPANION! 
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gp -opies of COMPANION leaflets, pamphlets and patterns the greatest editorial linage gain and percentage of according to the 1947 Consumer Market Data Book, 

were bought through the mails by readers! For these editorial material in the service field, says the 1947 has the greatest circulation percentage of any women’s 

Jieces, based directly on editorial features appearing Lloyd Hall Editorial Report. Of course, that’s why service book in those areas that lead the country in 
ries n the COMPANION, they paid over $46,000 in cold Starch figures show that the COMPANION tops the retail sales. COMPANION readers are women who 
cash — mostly in nickels and dimes! field in visibility of major space units. have money to spend — and they spend it! 


WOMAN’S HOME COMPANION 


Monthly Circulation More Than 3,750,000 ’ 
THE MAGAZINE OF PERSONAL SERVICE, HOME SERVICE, PUBLIC SERVICE ‘ 
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place 71.4% 


ee Listed here are the 169 grocery store product 


CHICAGO TRIBUNE REPRESENTATIVES: 
| A. W. Dreier, 810 Tribune Tower, Chicago 11 
E. P. Struhsocker, 220 E. 42nd St., New York City 17 


the Tribune than in any other eso hewspaper 


aS J ) 


“Blue chip’ grocery store product advertisers 


more -of their budgets in 


advertisers who each spent $5,000 or more for their 


Chicago newspaper advertising programs last year. 


papers amounted to $7,018,804. Of this total, they 
placed in the Tribune $3,243,915—or 46.2%. This 
was $1,351,817 more—71.4% more—than they placed 


in any other Chicago newspaper. Ninety-three of these 


“blue chip” advertisers—55% of them—made the 
Tribune their No. 1 Chicago medium. This was 
106.7% more than chose the second Chicago 
newspaper—and 200% more than chose the third. _ 

The top ten grocery store product advertisers in Chicago * 
newspapers last year spent a total of $2,923,184. 
All ten of these leaders whose expenditures accounted 
for 41.6% of the total spent by the 169 listed on 
this page, made the Tribune their first medium. 
Delivering, daily and Sunday, hundreds of thousands 


more total circulation than other Chicago newspapers, 


the Tribune makes an all-income, full-market impact 


which pays out best not only for grocery store 


product advertisers, but also for advertisers across 


the board. To get more of what you want in the 


important Chicago market, build your promotion 


around the Tribune. Rates per line per 100,000 


circulation are America’s lowest. 


W. E. Bates, Penobscot Bidg., Detroit 26 MEMBER: AMERICAN NEWSPAPER ADVERTISING NETWORK, INC., FIRS! 
Fitzpotrick & Chamberlin, 155 Montgomery St., San Francisco 4 3 MARKETS GROUP, AND METROPOLITAN SUNDAY NEWSPAPERS, INC 
also, 448 S. Hill St., Los Angeles 13 
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PERCENTAGE OF 1947 ADVERTISING EXPENDITURE 
PLACED BY GROCERY STORE PRODUCT ADVERTISERS 
IN EACH CHICAGO NEWSPAPER 


Bosed on advertisers who 
spent $5,000.00 or more in 
Chicago newspapers in 1947 


55.0% 
Chicago Tribune Paper B 


PERCENTAGE OF LEADERSHIPS IN GROCERY 
STORE PRODUCT ADVERTISERS BY EACH CHICAGO 


NEWSPAPER 


first medium. 


93—or 55% of the 169 adver- 
tisers who spent $5,000.00 or 
more in Chicago newspapers in 
1947—made the Tribune their 


26.6% 
Paper C 


18.4% 0% 
Paper D 


0% 
Paper E 


EACH OF THE GROCERY STORE PRODUCT ADVERTISERS LISTED HERE SPENT | 
$5,000.00 OR MORE FOR ADVERTISING IN CHICAGO NEWSPAPERS IN 1947 : 


Acme White Lead & Color Works 
American Cranberry Exchange 
American Dairy Ass’n. 
American Home Foods, Inc. 
American Meat Institute 
American Sugar Refining Co. 
Armour & Co. 

Associated Milk Dealers, Inc. 
Atlantis Sales Corp. 

B. T. Babbitt, Inc. 

Ballard & Ballard Co. 

Beacon Chemical Co. 
Beatrice Creamery Co. 
Beech-Nut Packing Co. 

Best Foods, Inc. 

The Bon Ami Co. 

Booth Fisheries Corp. 

Borden Co. 

Bowman Dairy Co. 
Boyle-Midway, Inc. 

Bremner Bros. Biscuit Co. 
Bridgeport Brass Co. 


“i Brillo Manufacturing Co., Inc. 


“~~  Brook-Hill Farms Dairy Products 
Bu-Tay Products, Ltd. 
Buy-Lines-Housewife’s Special 
California Fruit Growers 
California Packing Corp. 
— Prune & Apricot Growers 
ss’n. 
California Walnut Growers Ass'n. 
Canada Dry Ginger Ale, Inc. 
A. J. Canfield Co. 
Carnation Co. 
Carolene Products Co. 


Carr-Consolidated Biscuit Co. 

Chicago Fisheries Institute 

Chicago Western Corp. 

Climalene Co. 

Cling Peach Advisory Board of 
California 

Clorox Chemical Co. 

Cobbs Fruits 

Coca-Cola Co. 

Colgate-Palmolive-Peet Co. 

College Inn Food Prods. Co. 

Continental Baking Co., Inc. 

Corn Products Refining Co. 

The Creamette Co. 

Cudahy Packing Co. 

R. B. Davis Co. 

Dean Milk Co. 

Jessie De Both 

Derby Foods, Inc. 

The Drackett Co. 

Duffy-Mott Co., Inc. 

Durkee Famous Foods, Inc. 

Economics Laboratory, Inc. 

Fitzpatrick Bros., Inc. 

Fiako Products Corp. 

Florida Citrus Commission 

General Foods Corp. 

General Mills, Inc. 

Gerber Products Co. 

Gold Seal Co. 

Goldenrod Ice Cream Co. 

Griffin Manufacturing Co., Inc. 

Hawthorne-Mellody Farms 

H. J. Heinz Co. 

Hershel California Fruit Prods. Co. 


Hills Bros. Coffee Co., Inc. 
The Hills Brothers Co. 
Hixson Products Co. 
Holsum Products Co. 
Geo. A. Hormel & Co. 
Hunt Foods Inc. 

Hygienic Products Co. 


Hygrade Food Products Corp. 


Illinois Meat Co. 

Illinois Packing Co. 
Interstate Bakeries Corp. 
John F. Jelke Co. 

S. C. Johnson & Son, Inc. 
Karsten & Son 

Kellogg Co. 

Kraft Foods Co. 

Lamont Corliss & Co. 


Land O’Lakes Creameries, Inc. 


Francis H. Leggett & Co. 
Lehn & Fink Products Corp. 
Lever Brothers Co. 
Libby-Mc Neill & Libby 
Linco Products Dist. Co. 
Thos. J. Lipton, Inc. 


Louisiana Sweet Potato Growers 


M & C Foods, Inc. 
Maggi Co., Inc. 
Manhattan Soap Co., Inc. 
Oscar Mayer & Co. 

Mc Cormick & Co., Inc. 
W. F. Mc Laughlin & Co. 


Mickelberry’s Food Products Co. 


Milk Foundation 


Minnesota Valley Canning Co. 


John Morrell Co. 


“ee Valley Mineral Water 


0. 
National Ass’n of Margarine Mfrs. 
National Biscuit Co. 

National Cranberry Ass’n. 
National Dairy Products Corp. 
Nehi Corp. 

Nestle’s Milk Products Co. 
Oakite Products, Inc. 
Orange-Crush Co. 

Park & Tilford 

Penick & Ford Ltd., Inc. 
Pepsi-Cola Co. 

Phenix Pabst-ett Co. 
Pillsbury Mills, Inc. 

Planters Nut & Chocolate Co. 
Procter & Gamble Co. 

The John Puhl Products Co. 
Purity Bakeries Corp. 

Quaker Oats Co. 
Ralston-Purina Co. 

Ready Foods Canning Corp. 
Reid Murdoch & Co. 
Richmond-Chase Co. 

Richter Sausage Co. 

Rival Packing Co. 

Rockwood & Co. 

1. Rokeach & Sons, Inc. 
Rutherford Food Corp. 

S & W Fine Foods, Inc. 
Salada Tea Co., Inc. 

Sawyer Biscuit Co. 

Schulze and Burch Biscuit Co. 
Seeman Bros., Inc. 


APRIL AVERAGE NET PAID TOTAL CIRCULATION: 
ae DAILY, OVER 985,000 
~~ SUNDAY, OVER 1,600,000 


Seven-Up Co. ; 7 
Shedd-Bartush Foods, Inc. : 
The Simoniz Co. 

Skinner Manufacturing Co. 

The Soil-Off Mfg. Co. . 
Sprague-Warner : 
A. E. Staley Mfg. Co. 

Standard Brands, Inc. 

Standard Milling Co. 
Steele-Wedeles Co. 

Stewart & Ashby Coffee Co. 
Stokely-Van Camp Co. 

Stuart Hale Co. 

Sunshine Biscuits, Inc. 

Sutho Suds Co. 

J. B. Swayne & Sons, Inc. 

Swift & Company 

T & T Coffee 

Texsun Citrus Exchange 

United Fruit Co. 

Van Camp Sea Food Co. 

Visking Corp. 

Wagner Baking Corp. 

Wander Co. 

Sidney Wanzer & Sons 

Ward’s Baking Co. 

Washington State Apple Growers 
Thomas J. Webb Co. 

The Wheatena Corp. 

Wilson & Co., Inc. 

John H. Woodbury, Inc. 

Alien B. Wrisley Distr. Co. 

Wyler & Co. 
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Advertising Age 


THE —— SING MARKETING 
rede Mark Registered 
Issued Monday by pe. Sey ryt Inc., 100 E. Ohio St., Chicago I! 
Del. 1337), ag w. “and St., New York 18 ( National Press ‘Bldg. gt 
{ on 4, D. C. (Re. out. ean AL, “110 Fleet St., London E. C. 4 ‘ 
ntral 7354). ice ver. - “Sh. president and . ublisher. . & BERNSTEIN, oO. 


RUNS, f .RUS . GROOMES, treasurer. 


Member Audit Bureau of Circulations, Associated Business Papers, National 
Association of Magazine Publishers, Advertising Federation of America. 
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Advertising Director, Jack C. Gafford 
Manager Sales and Service, G. D. Lewis 


New York: O. O. Black, Halsey a 
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EDITORIAL 
Editor, S. R. Bernstein 
Executive Editor, Lawrence M. Hughes 


pasoging Editors, John 8. Méiller,* 
R urray Jr. 


Washington Editor, Stanley E. Cohen 
Associates: New York: John Crichton, 
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A Name for Advertising Schools 


In a letter to ADVERTISING AGE) out 
(June 7), C. H. Sandage, profes- business as well as the writing 
sor of advertising at the University | side of newspapers. But schools 
of Illinois, posed an interesting! of journalism are, by their very 
question. Pointing out that at/ definition, schools of writing and 
Illinois most of the advertising|not of business. The reporter on 
work is housed in the School of|a newspaper can call himself a 
Journalism rather than in the/|journalist if he wants to, but the 
School of Commerce, and that! advertising manager or the circu- 


students familiar with the. 


me LL 


y 


tt 


| 


“An excellent presentation, Luther! | can't give you a raise but I'd like to 
have you make one of those charts for ME!" 


Memo to Emily 

[Editor’s Note: This is a dirty 
trick, and we love it. The follow- 
ing “Memo to Emily” is the re- 
sponse of John Crichten, who 
writes Ad-libbing, to a frantic 
teletype from Emily Hall demand- 
ing copy, pronto.] 


many believe the term “journal- 
ism” is not broad enough to cover 
all aspects of advertising, he said; 

“The answer seems to be to 
secure a term sufficiently broad 
to serve as an umbrella over or- 
thodox journalism and advertis- 
ing.” 

Prof. Sandage seeks suggestions 
for such a name. The more prom- 
ising which have already been 
suggested, he says, are School of 
Communications; School of Jour- 
nalism and Advertising; School of 
Journalism, Advertising and 
Radio; and School of Journalism 
and Communications. 

Our own favorite is School of 
Mass Communications, which we 
believe is an adequately descrip- 
tive name to cover all phases of 
mass communications, including 
journalism, advertising, radio, mo- 
tion picture writing, television, 
and any other segment of mass 
communications now taught, or 
likely to be taught, in any school 
or college. 

Advertising courses in journal- 
ism schools, while not as common 
as in schools of commerce, are by 
no means unknown. They de- 
veloped because of the natural 
desire of newspaper men to turn 


The Mote in the Other Man’‘s Eye 


There is scarcely an advertising 
man—outside the cigaret field— 
who isn’t eager, or at least will- 
ing, to tell you how bad cigaret 
advertising is, and how much it 
harms all advertising in the eyes 
of the public. 

An equal number of admen— 
outside the soap field—are per- 
fectly willing to discourse on the 
shortcomings and imbecilities of 
soap advertising. And the same is 
true of any other segment of ad- 
vertising. 


I would not for the world dispute 
the immutable 

Gods of ruler, slugs and galleys who 
do prescribe 

To those who write, the deadly news 
of columns 


lation manager of the same news- 
paper do not call themselves jour- 
nalists and never think of them- 
selves as journalists. 


In one important sense, adver-| Short and spaces gaping, lines gap- 
= ans . ta toothed like 
tising writing and journalistic | 4 gecimated fence. 
writing are at opposite ends of the | 

iti . |The fault, dear Emily, lies in our 
w bs : ) 

riting spectrum. The funda | double language: 
mental tenet of journalism is ob-; You of the West who fondly speak 
jective, impartial, unbiased re-| _°f inches, 
; . P j cpa We of the exotic* East who reckon 
porting. But the advertising; in words and pages (figured, of 
writer who is objective, impartial) course, on an abacus). 
and unbiased is no advertising | »),. need, here, obviously is some 
writer at all. Advertising can and sort of Esperanto 

| So I will know whether Gotterdam- | 

should be truthful and accurate, merung is 5/16, 7/8, or 1/30th of an 
but it can never be objective or inch. 
impartial. Advertising is desi 

P ! & . ened | nis isn’t really a complaint Far 
to make some kind of a sale and from it. 
therefore by definition it is a spe-| I feel flattered when a barbed tele- 
‘ ‘ i type says | 
cial pleader, putting its best foot|+senq 12% inches of Ad-libbing.” It 
forward. imputes } 

A mathematical skill unsuspected by 


It should not logically, there- 
fore, be taught in a school of jour- 


teachers, parents 
Wives and the Bureau 
Revenue. 


of Internal 


nalism. It can, of course, be) 
taught logically in a school of} As one who has said, “Two and Two | 
business, but so can journalism.|. M@ke Four, 


In view of the importance of these | 


converting 
and kindred subjects, and the col- | ae into inches at the rate of 5/| 

per line, 
legiate interest in them, we be- | 40 per inch. And-do you have a dif- 
lieve that a School of Mass Com-|_ ferent formula? 
munications, teaching journalism, | This failing, maybe we can get to- | 
advertising and other forms of the} gether on weight— 

“One pound, 2 ounces flashes | 


is de-| 54Y, 
| needed, and 


20 grams of jottings.” 


art of mass communication, 


sirable and necessary. 
John 


like West 42nd St. 


and words even fooled 


*exotic 
no see type 


The way to correct the 


nonsense. YOU last week. 
“small percentage of advertising | eA tt ached are three pages of 
Ad-lib; take your foot off’n my neck. | 


that needs correction” is to look 
at our own stuff, and induce the| Page Susan B. 
other fellow to do the same. We, We have been 


unidentified advertisers who dis- | that’s running in Clubwoman’s 
credit all advertising, or by trying | Life, the journal of the New York 
to blame the cigaret people or the | |State Federation of Women’s 
soap people, or those who favor Clubs. It’s sponsored by the Fed- 
singing commercials, for our ills. eration of Woman Shareholders 
Claavet advertising may be aut |" American Business, headquar- 
tered in the Hotel Duane, New| 

or too insistent or unbelievable.) yo;+~ which the ad prissily says | 
But we have a feeling it has done|js owned and operated by 


There is practically no adver-| far less harm to advertising than | woman. 


tising man anywhere who doesn’t | the purists 


admit that “a small percentage of 
advertising is bad and ought to be 
cleaned up.” 
not talking about his own adver- 
tising. The mote in the other fel- 
low’s eye is not only easier to see, 
but much less painful to correct. 
We all know that this is arrant 


| 


But he is obviously |} will 


in other businesses The ad is headlined 
would have us believe. And we’re should do this for you,” and de- 
morally certain that advertising|clares that 1948 is the year of 
never be banned because | “corporate suffrage for women.” 
there are singing commercials on undies, awake, it anys in effect, 
the air. Maybe it’s time for all of |7°U OW" 10% of private wealth; 


; famili ; through corporate suffrage “you 
us to give up our familiar whip-| have power to achieve ALL women 


I hope,” from childhood, I have been 


trying to pin) 
get nowhere sounding off about|down the significance of an ad/| 


“No man| 


will have to “make available eco- 
nomic information in a woman’s 
language” (dear, the page with the 
chintz on it represents income, 
that is, meney your corporation 
made) and will find that “Wom- 
an’s ownership” will talk for 
women. 

The full-page ad was illustrated 
with “Girl Asleep” by Matisse, an 
artist seldom seen in advertising, 
lacking the commercial appeal of 
Al Capp. But whether it was the 
woman asleep, or the headline, the 
ad seemed to be the nearest thing 
to a Helen Hokinson revolution- 
lary manifesto we’ve seen. 

Never one to balk at progress, 
we say “Women shareholders of 
the world, unite! You have noth- 
ing to lose but your change.” 


Atlas 

We’re sorry: we can’t show you 
the whole Ken-L-Ration ad this 
illustration came from. If we 
|did you couldn’t see the illustra- 


tion, but it seems to us that 
| Quaker Oats has hit pay dirt. 
The campaign is funny, and we 
| think it ought to sell dog food. 


Laureate 

Larry Curtis, who writes an 
editorialized advertising column 
in New York, recently reminded 
his readers of a Masefield poem | 
which begins: “Take Me Out to | 
the Sea Again .. .” 
| Mr. Curtis was probably think- 
|ing of the Masefield who did not 
write: “I Must Go Down to the 
|Ball Game .. .” 


Jottings 

Bituminous Coal Institute says 
in ads “within the foreseeable fu- 
|ture, coal may well become our 


a|major source of gasoline, oil and 


‘heating gas.” . . 

Add curious leads: ‘“Through- 
out Northern forests, Maple is 
known as the ‘big sister’ of the 
three beautiful hardwood trees— 
Maple, Beech and Birch. 

In the June issue 4f Argosy, one | 
Dr. Amram Scheinfeld says that | 
the number of frigid women is on 


The following documents ma 
secured without charge from c. 
panies sponsoring them or thro 
ADVERTISING AGE, by any naticnal 
advertiser or advertising age cy 
executive writing on his busi) ess 
letterhead. Address ADVERTIS iN; 
Ace, 100 E. Ohio St., Chicago ||. 


No. 3090. Households, Fami! 
Population — Present Defi 
tions and Current Counts. 


According to the foreword 
this study, the Census Bureau re 
cently issued an estimate, base; 
on an April, 1947, survey, of 39. 
138,000 households. The Feder:| 
Reserve Board survey of con- 
sumer finances “used a figure o 
40.6 million families and single 
individuals and a figure of 46) 
million spending* units, referring 
to the period, January, 1947." 
The research department of Curti; 
Publishing Company has prepare: 
this material to “reconcile recent 
figures” of the two sources and 
present some of the main points 
in Census Bureau discussions of 
definitions of “household,” “fam- 
ily,” “secondary family” and other 
terms. 


No. 3091. The Case of the Mis- 
sing Millions. 

The sales some advertisers are 
missing in Iowa are tracked down 
in this cartoon-illustrated bro- 
chure, published by the Iowa 
Daily Press Association. Plenty 
of clues are provided in the story 
of the Iowa market, including 
population, retail sales and the 
important place held by TIowa’s 
hometown dailies. 


No. 3092. The Boating Market 


Motor Boating has issued thi 
study of the pleasure boat mar- 
ket, which reports, among other 
things, expenditures for purchase 
maintenance and operation; out- 
board motor sales, 1929-1947, and 
types and classes of pleasure boats 
Federal numbered motor boats are 
tabulated with a map indicating 
U. S. customs districts. Clubs 
associations and shows are de- 
scribed. 


No. 3093. Prewar and Postwar 
Circulation and Advertising 
Trends of New York News- 
papers. 

Weekday and Sunday circula- 
tions of New York newspapers, 

1941 and 1948, are shown in this 


be 
m- 
igh 


les 


Nile 


report, issued by the New York 
Times. Linage in six classifica- 
tions is reported for 1947, with 


figures for gain or loss over 1941 


No. 3094. Norfolk Statistics. 
Available from Norfolk News- 
papers, Inc., (Virginian Pilot 
Ledger-Dispatch) is a compilation 
of market statistics compiled ») 
the Norfolk Association of Com- 


anda 


merce. The material incluces 
figures on population, housing. 
building construction, indus‘) 


agriculture, sales, air travel, sh p- 
ping and many other details. 
No. 3057. Geographic Study 0° 
Estimated $775,000,000 Linens 
& Domestics Market. 

Haire Publishing Company ) 
issued this U. S. map, which + 
accompanied by tables show) 8 


population, income and gene: }! 
merchandise sales by geograp! ‘ 
districts, and estimated sales 
towels, blankets, sheets and other 
linens and domestics. 


No. 3063. Dakota Farm Informa- 
tion. 
Estimated Dakota livestock in- 
ventory and estimated crop pro- 
duction, Jan. 1, 1948, are tabu- 


ping boys and take a good look at|have been working for, fighting|the increase, and blames the di- lated in detail in this file folder 


our own activities. for, for 100 years .. .” Business 


| vorce rate on this factor... 


‘issued by the Dakota Farmer. 
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T. W. LORD, Empire State Building, N.Y.C. 
Longacre 5-5232 
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YOU'LL BE 
IN A DEUCE 
OF A FIX 

WITH 
OUT-OF-DATE “FIGURES!” 


You need today’s facts and 
figures on Philadelphia— 
America’s 3rd market ! 


Classified Advertisers Continue 
To Prefer Inquirer in Philadelphia 


by me nt om eee work 
i of knew) for rygas 
Pome we Peis 

re nd 
weet Cau PO 5 3288 
tre. reer 
rere jaime! 
Trratc . om eu 
= 34 “ht 


252 f 


¢ 
i 
i 


v hi 7, 
Sie HI g.] 
. 
5 


(FIRST 3 MONTHS, 1948) 


ie ie 


2nd PAPER 


2,083,633 LINES 
DAILY AND SUNDAY 


1,140,502 LINES 


DAILY AND SUNDAY 


Research confirms it. Today’s most marked factor 
in marketing is—change! Note the marked 

change in Philadelphia. First in advertising . . . and 
productivity . . . is THE INQUIRER! 


NOW IN ITS 15TH CONSECUTIVE YEAR OF TOTAL ADVERTISING LEADERSHIP IN PHILADELPHIA 


Che Philadelphia Pnquirer 


Exclusive Advertising Representatives 


ROBERT R. BECK, 20 North Wacker Drive, Chicago 
Andover 6270 


West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 * 448 S. Hill St., Los Angeles, Michigan 0578 


GEORGE S. DIX, Penobscot Building, Detroit 
Cadillac 6005 
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- “ R. E. Crippen has been named 
wt LIPE-like "EYE Shifts 6 Executives | sales ana of the grocery prod- 
gg - FA Ballard & Ballard Company,| ucts division, K. D. Smith, ~wel 
| Louisville flour miller, has re-|ager of the animal feed division, 
d/aligned its executive staff with| Bernard Willingham, manager of 

'George Egger as vice - president | the Oven Ready biscuit division 


and general sales manager and 
| V. H. Engelhard, vice-president in 


th 


Be : J biggest acivertisers 
a othing like them any- 
where. 100 new subjects 
' monthly. Mat or Glossy 
Print plan at low cost. 
Write for new FREE 


bakery products division. 


M-G-M Station Launched 


The new mg peg erm ga A 
* % | FM station in Los Angeles, KMGM, 
went on the air May 27, with typ- 
ical Hollywood fanfare featuring 


35,000 guaranteed. top screen and radio personalities. 
9 Wore than twice the cir- Initial policy calls for music and 
culation of any other news daily from mid-afternoon to 
¥ sporting goods paper. late evening. The first station for 


Sce Page 55. M-G-M on the Pacific Coast, 
; KMGM joins the two operated in| 
New York, FM station WMGM | 
|and AM station WHN. 


Arndt Agency Names Two 


| Herman Thoenebe has been ap- 
|pointed copy director of John 
| Falkner Arndt & Co., Philadelphia. 
|Harry P. Anderson Jr., formerly 
assistant personnel director of 
Penn Fruit Company, has joined 
the executive staff. 


i 
IN UNIVERSAL USE: 
THE BATHROOM - - - for instance 


globe—toilet—bath- 
d wall tile. While 
pondered 
ly these 
here?” 


r—wash stand—light 
s—floor an 
have you ever 
"Did my firm supp 
cts are every 


Mirro 
tub—drinking glas 
you were shaving, 
over the question : 
manufacturers whose produ 


. . ! 
Ceramics is Big Business 


“Ceramics'"—a word used to describe all products 

of the industry, collectively, are made of minerals 
and chemicals, subjected to high temperatures lover 
1300 degrees). Included are products of glass, pot- 


tery, porcelain enamel, and abrasives. 


4 LOOKING FOR | 
sede 


NEW PROFITS? 


773 4 Ceramics is big business. Many of the 
ad Winerats firms are capitalized in the millions—all 


aud ‘| ably financed and anxious and looking 


Chemicals for any product that will enable them 
to reduce costs a few cents—or merges 
| i A big m : vality—or reduce losses. Have you been 
business. They ‘aa — me big Solesie a good market that is de- 
UNCOntaminated with j : Produced pression proof? Practically every ceram- 
handled through mPurities and ic product is sold on appearance, requir- 
tamination Pi out to prevent con- ing the highest quality of materials, | 
, Processing ‘i wroriet Handling and production equipment and material | 
Ul ar ‘ | 
ee qwipment is ‘portant, handling. | 


potentials for Fe ERAMICS? 
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|and Harry Loving, manager of the} 


Married in Hollywood May 26 were Paul Block Jr., co-publish » 
of the Toledo Blade, and Mrs. Marjorie McNab Main, a Blade ; .. 
porter. They’re honeymooning in southern California. . . 

May 14 was the birthday of a son in the household of Ed Steri, 
media director of Kuttner & Kuttner, Chicago agency... And ju: 
a month older is Lloyd Delvyn, whose father is Mel Hales, sa)-; 
representative of WHBC, Canton, O... 

Harry K. Shigeta, F.P.S.A., M. Phot., famed Chicago photograph. 
(Shigeta-Wright Studios), has had another honor bestowed up: : 
him. His print, “Maelstrom,” was judged unanimously as the b« 
print in the International Ph 
tographic Fair and Exhibiti:: 
held in Leeds, England, Ap: 
16-May 1, which garnered mo: 
than 4,800 prints, submitted 
from all over the world... 

Hal Short, partner of Short ¢ 
Baum, Portland, Ore., and Mary 
Margaret Godfrey, account exec 
of the agency, were married in 
San Francisco not long ago. . 
Foote, Cone & Belding’s North- 
west mgr. Leith Abbott, emceed 
the Portland, Ore., Junio: 
League Follies, which played to 
a capacity house two nights. . 

“Happy Harvey,” he’s known 
as now, and why not? Robert 
B. Harvey, v.p. of the Harvey 
Comics Group, New York, won 
an hour-long battle with a 125- 
pound tarpon in St. Petersburg, 
winning the weekly round - up 
FOSTERS TALENT — Jake Sawyer, of prize of $100. It was the larg- 


Sawyer, Ferguson & Walker, newspaper ’ 
representative, holds a bowl that won est of the ’48 Tarpon Round-up, 


the grand award in the Youth Talent and was said to be worth about 


Exhibit, sponsored in Lansing, Mich., by $1,200. . . 

the State Journal. Mr. Sawyer fathered Harry F. Malloy, v.p. and 

the idea for the exhibit, which turned New England representative o! 
out to be a tremendous success. Criterion Service (posters), was 


guest of honor at a dinner to 
mark his entrance into the select circle of space salesmen whose 
sales exceed $2,000,000 a year. Agency men and media repre- 
sentatives were on hand to pay tribute. . 

John E. Wiley, chairman of the board of Fuller & Smith & Ross. 
will tell graduates of the New York Employing Printers Associa- 
tion educational courses “How to Earn a Living the Hard Way” 
at commencement exercises this month. .. John J. Ryan, directo: 
and head of the foreign division of Gotham de Mexico, S. A., is 
visiting New York... 

Shirley Woodell of J. Walter Thompson’s international dept. 
New York, is on a six weeks trip to Mexico and Central and South 
America on behalf of the agency’s international clients. . . Boss 
of publicity again this year for the Community Chest drive in Cin- 
cinnati is Karl T. Finn, ad director of the Cincinnati Times-Star. . . 
Jack O’Mara, sales promotion mgr. of KECA, Los Angeles, and his 
family moved into their new home in Whittier, Cal., June 4. . . 

Mary McClung, outgoing president of the Advertising Women o! 
New York, was overcome at the club’s installation dinner wher 
the gals presented a lazy Susan platter, a case containing chips 
cards and everything 
needed for indoor 
sports,. and a set of 
sterling silver. All 
these gifts will come 
in handy on the New 
Jersey farm Mary 
and her husband, Ed 
Kennelly, president 
of Theodoro Adver- 
tising Service, bought 
recently. .. 

Some 35 associates 
at Federal Advertis- 
ing Agency, New 
York, feted Mrs. 
Laura E. Carson at a 
cocktail party last 
week and gave her a 
sterling silver coffee 
service. Mrs. Carson, 
who was vice-presi- BOND—The 1,000 employes of Young & Rubicam 
dent and director of received $25 bonds celebrating Y&R's anniverse'y 
the agency, retired instead of a party. Here Jacob S. Geise, who 


recently. . . joined the agency in 1923 and is its earliest «™ 
“Pops” Whiteman, ploye as well as treasurer, looks at his bond w vile 
ABC vice - president, Sigurd S. Larmon, president, watches at righ’ 


has found time to 

write a book called “Records for the Million,’ published by H:'- 
timage. . . John McGuire of the American Newspaper Advertis: }% 
Network has returned from a 15-day tour of active duty at ' 
Air University, Maxwell Field, Ala. . . Daniel G. Kaufherr, vic - 
president of Irwin Vladimir & Co., is traveling in Venezuela, Cu © 
and Puerto Rico... 

John W. “Jack” Power, New England mgr. of International Prir - 
ing Ink, was given a testimonial party at Hotel Somerset, Bost 
June 7, in celebration of his 50th anniversary in the graphic a! 
industry. . . Jim Bishop, pres. of Bishop & Associates, has be: 
elected president of the Greater Los Angeles chapter of the N: 
tional Safety Council—a natural for him, since he’s been traffi 
safety chairman of the Los Angeles Adclub and the Advertising 
Association of the West for the past two years... 

Conover-Mast execs will have sea legs by the end of summer 
what with President Harvey Conover taking to the sea in his yach' 
“Revonoc” (Conover spelled backward); Bob Morse, v.p. and mgr 
who has just bought a yacht, and Joe Mehr, mgr. of Aviatio 
Maintenance, who has a cabin cruiser on his mind... 
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You get the Biggest Voice in the boys’ and young men’s field 
when you sell to this big army through BOYS’ LIFE. 


Yes, we give you the Biggest Trumpet in our chosen market. 
With it you reach 1,725,663 of the nation’s most leadership- 
minded young fellows. You get quick acceptance, intelligent 
appraisal, concentrated response. And, since these coming 
leaders are well up economically, you get 

PROFITABLE RETURNS. 


The Most Powerful Voice for reaching young male 
America is ready for you to use. Want to hear it 
proclaiming your message? It makes a sweet sound in the 
cash-registers of the nation. 


BOYS LIE 


—the national magazine for boys. 


Published by the Boy Scouts of America. 
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Agency Stepchild 
Now Has 6-Figure 
Annual Billings 


Savings and Loan 
League's Ad Office 
Has 3,000 Accounts 


Cuicaco — Most agencies were 
uninterested in savings and loan 


association accounts 14 years ago, | 
when a $5,000 annual appropria-| 


tion was considered an extrava- 
gance by those financial houses. 
So the United States Savings and 
Loan League set up its own au- 
tonomous Advertising and Busi- 
ness Development division, to 
service its 3,700 member associa- 
tions. 

In the 14 ensuing years, a com- 
bination of sound business think- 
ing and a deft touch in planning 
campaigns has built up more 
than 60 full-time and 3,000 part- 
time accounts, many of them bill- 
ing more than $20,000 annually 
and several well over the $100,- 
000-mark in yearly advertising 
expenditures. 

Savings and loan associations, 
as opposed to banking institutions, 
for years have been little under- 
stood by the public. The associa- 
tions accept depositors’ savings, as 
do the banks, but usually restrict 
their loans to first mortgage resi- 
dential building. They do not 
perform other banking functions. 


Higher Interest Rate 


Because of their operating pro- 
cedures and their ability to lend a 
proportionately larger percentage 
of their funds than banks, the as- 
sociations often are able to pay a 
higher interest rate. 

As a separate financial system, 
the savings and loan associations 
found it necessary to publicize 
their method of operation for the 
purpose of attracting investors and 
borrowers. The advertising di- 
vision was the answer. 

The objective of the division 
was to counsel member associa- 
tions regarding advertising, pub- 
licity and business building pro- 
grams, and to do it without finan- 
cial loss. 

Early in its career, officers of 
the advertising division, which 
operates in a manner similar to 
that of an agency, discovered that 
the most effective method of pub- 
licizing the association’s services 
was through recommendations of 
satisfied users of those services. 


Has Monthly Magazine 


Accordingly, the division in- 
augurated a monthly magazine | 


a SS>;0Q= — 


. HOw DEPARTMENT STORE TRANSACTIONS HAVE TRAILED DOLLAR VOLUME 


~ WET SALES VOLUME. 
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In addition to publishing ‘its 
magazine, the division offers a 
complete agency service to as- 
sociation members. Its staff of 14 
is availiable for market analysis, 
study of the individual promotion 
problem and creation of direct 
mail, newspaper and radio adver- 
tising in an over-all campaign. 
More than 3,000 of the 3,700 mem- 
bers used its services in one way 
or another during 1947, with more 
expected to do so during 1948. 

For associations with smaller 
budgets the division offers a syn- 
dicated direct mail program, news- 
paper ad mats and radio commer- 
cials, all designed by a staff which 
handles nothing but financial ma- 
terial, and as a result is posted on 
major trends in the field. 


Aids Local Agencies 


In cases where local savings and 
loan associations prefer to retain 
nearby agencies to handle their 
accounts, the advertising division 
in many cases furnishes art work 
and copy suggestions, making pos- 
sible a more effective campaign 
on a low budget than would other- 
wise be feasible. 

One of the most popular of the 
services performed by the division 
is its “house-of-the-month.” In 
each copy of “Home Life,” a floor 
plan and artist’s drawing of a 
selected house appears. Com- 
munity savings and loan associa- 
tions can obtain models of the 
homes for their window displays, 
and interested clients are offered 
blueprints of the desired home. 

The typical campaign for a local 
client usually involves a newspa- 
per drive which boosts seasonal 
promotion ideas, such as vacation 
savings clubs. Members of the 
league sponsor almost every type 
of radio program, although the 


called “Home Life” in the fall of | Majority prefer transcribed shows, 


1937. 
slick, loaded with photographs and 
color pages, was offered to mem-| 
bers of the league for distribution | 


The publication, a 16-page| news programs and music. 


Conducts Periodic Surveys 
For the information of member 


to their investors, borrowers and organizations, the advertising di- 


prospects. 
Each issue of “Home Life” in-| 


vision conducts periodic surveys 
of market potentials, business 


cludes several articles designed to| trends, volume of loans currently 


interest adult members of the 
home, with a four to eight-page 
insert personalizing the services| 


being made and new money avail- 
able. 
Latest in the list is a new study 


of the particular savings and loan|of public opinion regarding sav- 


association which distributes the|ings and loan associations. 


issue to its mailing list. 


The 
survey was made among members 


The house organ, as a separate|of the J. Walter Thompson Com- 


service of the division, has become | pany’s 


consumer panel, and is 


an unusually successful operation.|scheduled to be released some 
Its circulation has risen to more|time this summer. 


than 200,000 monthly, with over) 


The progressive approach of the 


60% of the copies carrying a sec-| division has received the enthusi- 
tion specifically written for the|astic endorsement of top league 


institution sponsoring the publica- | officers. 
chairman of the executive com- 


tion. 


Says Morton Bodfish, 


Robert P. Perrin, affable gen-| mittee of the league: “It is my be- 


eral manager of the division, pre-| lief that the work of the advertis- | 


dicts a much increased circulation | ing division has been very instru- 
by the end of this year—and the mental in dispelling much of the 


publication is completely self-sus- | ‘heaviness’ 
‘has been traditionally 


taining. 


and mystery which 
part and 


‘4 42 


1947 


43 44 45 46 
... Compiled by Prok Malcolm 2 McNair, Harvard Umversity schoo! 
of Business Administration 


parcel of financial advertising. 

“It has long been the opinion of 
many of us in this business,” he 
declares, “that the services of our 
type of financial institution can be 
merchandised in a way that is ap- 
pealing to the public yet in keep- 
ing with the essential dignity of 
our operation.” 

With a steadily rising circula- 
tion of its periodical, annual bill- 
ings well into the six figure 
bracket and miscellaneous re- 
search services on the increase, 
the ad division is now in the first 
stages of planning a full-fledged 
national drive, with plenty of 
“sell” and promotion of savings 


and loan services. J. Walter 
Thompson is the _ association’s 
agency. 


242 Newspapers 
Carry Burnett 
Vanilla Ads 


New YorK—Thirty-five line re- 
minder ads are being used in 242 
dailies by American Home Foods 
for its Burnett’s vanilla. 

The product, which has been 
marketed for more than a century, 
is being plugged through sugges- 
tions for its use, as in icings, 
cookies, puddings and cakes. 

The 18 Burnett food flavors and 
four liquid colors will be men- 
tioned, although the vanilla ex- 
tract will get principal emphasis. 

W. Earl Bothwell Advertising 
directs the account. 


New United Wallpaper 
Line Slated for 1949 


United Wallpaper, Inc., Chicago, 
has formed the Nancy Warren 
Wallpaper division to market 
| three new books of wallpaper de- 
|signs under that name (supple- 
menting its regular Trimz, Varlar 
and other lines). Dealers will be 
franchised to handle the new line. 

Advertising of Nancy Warren 
wallpaper opens in trade publica- 
tions this month but consumer 
promotion will not begin until 
spring of 1949, when four-color 
pages and black-and-white half 
pages will be used in about half a 
dozen women’s and shelter maga- 
zines. 


Leigh Names Jaeger 

C. P. Jaeger, formerly vice-pres- 
ident of Audience Records, Inc., 
has been appointed vice-president 
of Douglas Leigh, Inc., New York. 
Prior to his association with Audi- 
ence Records, Mr. Jaeger was vice- 
|president in charge of sales of the 
|American Broadcasting Company, 
New York. 


To Mather & Crowther 


American Overseas Airlines has 
;appointed Mather & Crowther, 
|London, to handle its advertising 
in Europe. Foote, Cone & Belding, 
| London, previously placed the ac- 


count. ; 


Jameson Finds 
Fishing Calendar 
a Wanted Medium 


New Yorkr—Whether “they| 


swear by or at it,” said A. C. Eb- 
besen, advertising and sales pro- 
motion manager of William Jame- 
son & Co., a Seagram division, a 
pocket fishing calendar which 
Jameson offers to promote Gal- 
lagher & Burton whiskies has be- 
come quite a “major” medium. 

In its first year, 1944, 50,000 
copies were distributed. 
next three years distribution, re- 
spectively, was 100,000, 150,000 
and 250,000. The first order for 
1948 was for 250,000. 

The cost of each calendar to the 
company is one cent. To fisher- 
men, it’s free. 

Ace Ebbesen showed letters of 
inquiry about it from Argentina, 


Canada, Germany, Japan, Mo- 
rocco, Puerto Rico, and way 
points. Inquiries for quantities 


come from state conservation com- 
missions, fishing clubs, fishing 
camps, etc. 

The calendar, copyrighted by 
Grady W. Coble of Greensboro, 
N. C., is adorned this year (being 
leap year) by 366 fish. The best 
days for fishing are indicated by 
solid black fish, not-so-good days 
by partly black fish, and probably 
bad days by white fish. Roughly 
one-third of 1948’s days fall into 
each group. 


5% Through Liquor Outlets 


The Jameson people say that 
the calendar is “scientificaliy com- 
piled, using the moon, the signs 
and every known factor that has a 
bearing on fishing that is used by 
the old-time backwoodsman as 
well as the modern sportsman.” 

Only about 5% of distribution 
is through liquor outlets, Ebbesen 
explained. The rest is through 
sporting goods, hardware, drug, 


cigar stores—in fact, “any place) 


that sells a fish hook.” The cal- 
endar is distributed to these out- 
lets by Jameson salesmen, and 
mail inquiries are handled by the 
company’s headquarters in the 
Chrysler building, New York. 

Mr. Ebbesen himself, when 
traveling on business in the com- 
pany’s territory from Maine to 
Texas, tries to end his week’s 
work near a fishing spot, where he 
proceeds to put the calendar to 
work. 

The calendar shows that if 
you’re fishing in June you should 
do so between the 9th and 2lst, 
and skip the last week of the 
month completely. But the com- 
pany admits that fish may be 
caught on “bad” days—and it 
won’t guarantee results on “good” 
ones. 


Drew and Gamber Join 
Lever Public Relations 


J. E. Drew, formerly associate 
director of public relations for the 
National Association of Manufac- 
turers, and Gerald F. Gamber, 
formerly industrial relations di- 
rector of the Crosley division of 
Avco Mfg. Corporation, have 
joined Lever Bros. Company, Cam- 
bridge, as associate director of 
public relations and associate di- 
rector of personnel, respectively. 

Mr. Drew was previously a vice- 
president of the American Trust 
Company of San Francisco before 
joining NAM, and Mr. Gamber 
spent 10 years with Talon, Inc., 
Meadville, Pa., before joining 
Avco. 


Olga Francis Joins Lit 

Olga Francis, formerly publicity 
director of Ware’s 
Store, New Rochelle, N. Y., has 
been appointed copy chief of the 
advertising department of Lit 
Brothers, Philadelphia department 
store. She will be in charge of the 
planning and preparation of all 
copy for newspaper and direct mail 
advertising, posters and window 
signs, institutional and feature 
ads. 


In the 


Department | 


PROPITIOUS—Ace 

tising and sales promotion manager o/ 

William Jameson & Co., distiller, show; 

what happens to his luck when he fol. 

lows instructions on the Jameson fish. 
ing calendar. 


Ebbesen, adver. 


Parker Pens Lead 
by 81% Over Next 
Kind, Study Shows 


JANESVILLE, Wis.—An independ- 
ent survey made for the Parker 
Pen Company here shows that 
Parker pens are continuing to 
lead in brand preference and are 
increasing the extent of their lead- 
ership, according to the company’: 
annual report. 

The survey, in which 65,322 per- 
sons were interrogated, was made 
by the Recording & Statistical 
Company, Chicago, through a 
questionnaire in an ad in The 
Saturday Evening Post (AA 
March 22). It shows that 45.71% 
prefer Parker, representing ar 
81% lead over the second mos! 
favored brand—indicating a 25.69 
Sheaffer preference. 


AA Makes Comparison 


Digging out a similar survey 
made last year, AA _ discovere 
that this represents a substantia 
improvement since 1947 when 
/42.6% preferred Parker, which 
constituted a 73% lead over Sheaf- 
‘fer, second place brand with « 
| 24.6% rating. 

The 1948 survey shows that Par- 
ker is only 0.5% below the tota! 
|for the second, third and fourth 
| brands combined—a total that AA 
figures is slightly more than 46% 
These brands, obviously Sheaffer, 
Eversharp and Waterman, totaled 
48.8% in 1947. 

The annual report also revealed 
that Parker’s foreign sales dropped 
sharply in 1947 as 159 of its over- 
seas markets were closed because 
of the “hard currency” famine. 
The company said that foreign 
sales in 1948 would fall to 40% of! 
those in 1947 and that the “entire 
| project of foreign trade is prob- 
|lematical and not a matter over 
| which we have much control.’ 

As usual, Parker did not reve! 
|its sales volume in its report. 


Chamberlin Elected 


Vance Chamberlin, professo 
marketing of Fenn College, 1@: 
been elected president of te 
Northeastern Ohio chapter of the 
American Marketing Associa‘:0". 
Other officers are: Allen K. G:e' 
jens, manager of the marketing re 
search division of the lamp dep:!'- 
ment of General Electric Compe), 
| vice-president and program ch‘ !!- 
'man; Mrs. Marion Reeves, resea’ ©" 
‘and promotion director of Capp °!- 
Harman-Slocum, Inc., secretary, 
and Charles Margolis, vice-pr‘ *'~ 
\dent of Allied Advertising Ag’ 
cy, treasurer. 


Smullyan Elected V.P. 


Clinton Smullyan, who joine' 
Phillips-Jones Corporation, Nev 
York, following service in th 
Navy, has been elected vice-pres 
|dent in charge of sales. The co! 
|pany makes Van Heusen shirts 4’ 
other men’s wear. 
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reaches the reader more prompt. 
second, it ig #asier to assimilate 4 
smaller amount of material re-— 
ceived frequently than @ larger 
amount received ali at once.” 
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ASSOCIATED MERCH.CORP. 


“The Home Furnishings in- 
dustry Ras chown a tremendous ; 
growth in the decade which began 
in 1940. it will mean ever so much 
more to your readers to have all of 
the news while it still js news.” 


America’s retailers hail their 


Joseph L. Eckhouse, 
GIMBEL BROS., NEW YORK 
“Congratulations on a wise and 

courageous move that keeps pace > 

with the expanding home furnish-, 
ings industry. Now we'll be able to | 
get the news faster, and make 
fuller use of it in our daily opera~ _ 
son fish. : tions.” 


7 


+w temtbeh ee aos Mag 


Neil Petree, 
BARKER BROS., L.A. , CALIF. 


“Our buyers and executives get 


more valuable information from 
your publication than from any 
other source, and we wish you the 
best of success in your new ven- 
ture.” 


new home furnishings 


eS. 


DAILY! 


AMERICAN finn assac. NG: 


“it is of vital impotience to 
bring information to the- attention 
oof stores as rapidly as possible. 
Retailing is offering great service 
to the industry by this move.” 


iis comments are typical of the 
retail response which has greeted Retailing's 
switch-over from a twice-weekly to a daily. 
All over the nation, home furnishings re- 
tailers have welcomed the change which is 
giving them faster news service, more com- 
plete coverage and an easier-to-read busi- 


ness paper. 


Fast service...live news...complete cov- 
erage... greater readability ...those qualities 

value for 
readers, The same qualities make | 


Daily an outstanding buy for ady 


AMERICA’S NO. 1 HOME FURNISHINGS BUSINESS PAPER 
A Fairchild Publication 7 East 12th St., New York 3, N.Y. 
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And those quoted here are but a handful of a bulging file-full from the top men 
of management; the men whose O.K. is needed before a new plant is built or a great 
manufacturing operation relocated, etc. 

Your advertisement in FORBES gives your message and your company a “top 
level” acceptance unmatched in the executive field, because FORBES enjoys the 
complete confidence of its Business Leader readers—an acceptance built through 
more than thirty years of comprehensive, trustworthy coverage of the business scene— 
plus courageous, fore-sighted editorial piloting for American Business. 

But let these men—your management market—sell you on FORBES’ Power To 
Move The Mighty! 


g = 8 sg 


Not only do you impress Top Management more convincingly in FORBES .. . bu' 
it’s far less expensive! There are only about 20,000 final decision-makers in the U. S.” 
So why pay a fancy price to reach a quarter-million or a million people when yo: 
can talk to the men who decide with 12 full-page advertisements in FORBES . . . no! 
for $70,000 . . . or $50,000 . . . or $30,000 ... . but for the modest sum of $10,260! 
12 pages that reach the most concentrated executive circulation in the general busines: 
field! No wonder more and more astute advertisers and agencies say of FORBE* 


HERE’S POWER TO MOVE THE MIGHTY — AT MIGHTY LOW COST: 


* Based on figures issued by the U.S. Department of Commerce, there were in 1946 fewer tha: 
20,000 board chairmen, presidents, executive vice-presidents, treasurers, secretaries and director 
of purchases in firms employing 500 persons or more. 
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Business Week 175,000 $19,433* 
United States News 300,000 $29,640* 
Cost of Monthly 
Advertising Schedule Fortune 235,000 $31,500 
In The Executive 
’ Newsweek 700,000 $33,280* 
Magazine Group 
(BLACK & WHITE PAGES) Time 1,500,000 | $71,370* 
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Magazine of Business 


POWER TO MOVE THE MIGHTY...AT MIGHTY LOW COST 


(Write FORBES, 120 Fifth Avenue, New York 11, N. Y., for dramatic proof in brochure “Power To Move The Mighty.” ) 
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Advertising Age, June 14, 1944 


By STANLEY E. COHEN, Washington Editor. 


ERP Foes Defeated in Fight ‘intends to do for other exporters 


over Funds for Publishers who deal in risky foreign cur- 
WAsHINGTON—Despite a colorful rencies. With this fund, ERP will 


verbal offensive by members who | protect the exporter against losses 


have opposed ERP from the start, by giving back dollars in return 


the $10,000,000 “guarantee” fund | f° blocked foreign currencies 
to encourage overseas activity by | Which accumulate from overseas 


American publishers and film | *@les. 

makers easily survived the final) The Congress’ strong interest in 

House vote. ;encouraging these overseas pub- 
Actually, the ERP is doing noth- lishing activities was convincingly 

ing more for publishers than it explained by Rep. Francis Case 


(R., S.D.) who pointed out that! programming, but had denied 
the newsstands of Berlin, Munich,| State Department the funds to 
Rome and Paris are overloaded | oversee the job. In any event the 
with communist publications “and flare-up demonstrates the futility 


tripe put out recently in the name of public broadcasting in a coun-| 


of the ‘Voice of America.’ try where 531 Congressmen ex- 
“I regard the average American ercise censorship and a veto. At 
newspaper or magazine far better | future hearings on radio legisla- 


,evidence of what we mean by a/ tion, NAB President Justin Miller 


free press than all the doctrinaire | need not concern himself with 
talks and essays ever put out,” he! legalistic approaches. He need 
declared. “I hope we can keep| merely trot the headlines about 
these papers and magazines on the | “Voice of America.” The future of 
newsstands and in the libraries| free, private, competitive broad- 
and reading rooms of the world.” | casting seems assured. 
* a % * *® * 

Congressional indignation over| Congress may have its hands 
those silly “Voice of America”!full in its rush toward adjourn- 
broadcasts to Latin America sub-!| ment, but the Senate found time 
sided rapidly when Congress itself | last week to pass a-resolution urg- 
emerged as the obvious goat. Con-| ing the Post Office Department to 
gress had insisted that NBC do the | issue a special stamp commemor- 


See ei 


- 
woe 


Department Store Calling Card (Washington, D. C.) 


Any evening. Any Sunday. Local department 


stores visit Washingtonians via The Star. 


Local merchants know local reading habits. 


They know they’re welcome. Next day they 


read the results of their visits on the surest 


scoreboard of all—the cash register. 


The Star’s Evening and Sunday total for 


department store advertising in 1947 was 


5,587.568 lines—far more than the next high- 


est local paper. 


Advertisers who follow the 


lead of Washington department stores capital- 


ize on a good Washington habit. 


The Washington Star 


Evening and Sunday Morning Editions 


Represented nationally by 


Dan A. Carrotr, 110 E. 42nd St., NYC 17 
Tue Joun E. Lutz Co., Tribune Tower, Chicago 11 


jating the 100th anniversary c  }), 
| poultry industry. 
* ca * 

ERP Administrator Paul 
man is following through o; }j; 
promise to leave most Euro seas 
\aid procurement to normal : aq 
channels. Nearly $300,000,00) , 
assistance has already been ay 
thorized, and better than 60° 4 
it is private trading. Under 1t es 
ERP programs, VU. S. exporier 
deal directly with foreign pur 
chasers—the only difference 0 
ing that the bill is paid by \ 
Hoffman. 


ca % * 


| Arthur Capper, second o! 
member of the Senate, has bowae 
to the will of the Kansas Rep 
lican leadership and agreed to «¢ 
tire after this Congress. At 83 | 
plans to return to Kansas and 
some writing for his widely re; 
newspapers and farm papers. 
* om 1 


House postal committee chair 
man Ed Rees hopes to complet 
congressional action soon on legiy 
lation providing air parcel po 
service for 565 U. S. cities. Thoug 
the rates are quite low —so | 
that there have been protests fro 
the express companies —he be 
lieves air parcel post will actual! 
clip $10,000,000 from the Post 0; 
fice deficit. He points out tha 
there are more than 19,000,00 
ton-miles of unused space now be 
ing paid for by the Post Office De 
partment which could be used \ 
carry air parcel post without an 
additional cost to the governmen 

% * HK 

A Senate interstate commer¢c 
subcommittee headed by Sen 
Owen Brewster (R., Me.) is mark 
ing time on the nomination 0 
Frieda Hannock as successor | 
Cliff Durr on the FCC. Thoug! 
Republicans are holding up ap 
proval of appointments on the a: 
sumption that they will have a | 
more to say on these matters aftd 
the next election, President Tru 
man last week forwarded the re 
appointment of Garland S. Fer 
guson to FTC. A North Carolin 
Democrat, Commissioner Fergu 
|son was first appointed by Presi 
dent Coolidge in 1927 and ws 
| twice reappointed by Presider 
| Roosevelt. 


a a % 


| House refusal to go along on tl 
| public housing provisions of ti 
controversial Taft-Ellender-Wag 
| ner bill leaves TEW advocates th 
‘choice of agreeing to a muc 
| milder bill—or no bill at all. Un 
‘less some housing legislatio 
| passes, important FHA insuranc 
|\which underwrites speculativ 
building will not be available. Be 
sides defeating the public housin 
provisions of the TEW bill, Na 
tional Association of Real Estat 
| Boards celebrated last week 4 
important court victory. The Fed 
eral District Court here tossed 0 
|a government complaint that sug 
gested commission rates in th 
realtors’ code constituted crinin 
conspiracy. A Civil suit still pends 
a a mh 

NAB tried to extinguish a ‘as! 
minute legislative fire set by 3 
Res. 246, a “quickie” introduce 
by Sen. Edwin C. Johnson (D 
Colo.) to put the Senate on recor 
as opposed to “super - powe! 
radio stations. While the Jolhns¢ 
| proposal would merely be a: &* 
pression of opinion, and not a !a‘ 
NAB is alarmed by a _ se tld 
which states that “the Senate see 
nothing in the Communica ‘o" 
Act which shall be construe: ' 
limit FCC authority to re\'¢ 
broadcast station performance — 


Lasley on Committee _ 

In a story May 31 on Kaleid: 
scope, new fashion publicatio 
‘AA erred in saying that the «€ 
ecutive committee is composed 
Harold Talbott, Arthur W. Colli 
publisher, and T. J. Ross. T! 
last Ross is Ross Lasley, cha! 
man of the board of R. A. Las! 
Inc., consulting engineers. 
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Chairman: Certainly we 


so everyone can see it, eh Judson? 


Judson: Why, no sir, 1 hadn’t thought of that. 
But it’s a great idea to hop up the dealers, don’t 
you think? 


Chairman: Well, maybe, but nothing makes a 
dealer feel as good as a steady stream of people 
demanding a product like ours.That takes month- 
in and month-out advertising. 


Judson: But we can’t do 
that on our budget! 


can, if we select a group 
of regular buyers like 
the 1,800,000 REDBOOK 
families. They buy nearly 
90,000,000 cans of coffee 
a year. They buy over 


And then the ring really revolves | 


250,000,000 packages of gelatin desserts a year. 
They'd buy ovr product if we told’em how good itis. 


And when you talk budget, just remember that 
$30,000 will tell our story to 1,800,000 REDBOOK 
families every month in the year in 2/3 pages. That's 
the kind of advertising our dealers like. 


REDBOOK gives us a SIX BILLION DOLLAR market 
of regular buyers. Let’s tell our story to them— 
and tell ’em regularly ! 


REDBOOK 


444 Madison Avenue, New York 22, N.Y. 
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quiring ITU and its locals to re- 
frain from “any. strikes, slow- 


NLRB Examiner 
downs, walkouts other di - 
Denounces I TU sg a nor “kind to ea Snes 


WASHINGTON —An NLRB trial/operations of the employers” 
examiner last week denounced/aimed at compelling the employ- 
the International Typographicaljers to discriminate against any 
Union and its locals for “refusing|employes or at furthering the 
to bargain in good faith” with the| union’s refusal to bargain in good 
operators of commercial printing | faith. 
shops in Detroit, Chicago, St.| The action, covering print shops 
Louis, Philadelphia, Pittsburgh|handling such nationally known 
and Newark. magazines as Collier’s, Cosmopoli- 

Trial examiner Howard Myers 


tan, Field & Stream, Good House- 
keeping, Harper’s Bazaar, House 
Beautiful, Life, The Saturday 
Evening Post and Time, was based 
on charges filed by the Union Em- 
ployers’ Section of the Printing 
Industry of America and the Al- 
lied Printing Employers’ Associa- 
tion of Philadelphia. 


James Lees Ups Pease 


Edwin C. Pease, assistant gen- 
eral sales manager of the carpet 


Advertising Age, June 14, 


division, has been appointed di-| manager of the department 
rector of promotion and research | advertising division of the ny; 
of James Lees & Sons Company,| paper. He succeeds Harry 
Bridgeport, Pa. He will direct the | kins, who is retiring. 
merchandising phase of the com-| 


pany’s business, including sales ~ 
promotion, advertising and com-| Appoints George to | 
|mercial research. | J. Wesley George has e To 
ni teeniacmammaongs |}named advertising and sales roJsults 
|motion manager of Auton tig 6 
Promotes Gensler Washer Company, Newton, la. Z E 
Monroe Gensler, for the past| manufacturer of household w. ;) ne 
three years on the departmentjers. He formerly held a sin |,g0n 
store sales staff of the New York! post with Lennox Furnace C. »,§its nz 


World-Telegram, has been named | pany, Marshalltown, Ia. 


reported that instructions, bul-| 
letins and other documents ap- 
proved by ITU’s Cleveland con- 
vention in August, 1947, and a 
“competency” hiring system incor- 
porated in a contract with De- 
troit employers, constituted an il- 
legal effort to retain a closed shop. 

His ruling on ITU policies re- 
sembles the findings of a previous | 
NLRB study of ITU activities in 
Baltimore. 

Unless protested by either party | 
within 20 days, his decision be- 
comes a board “erder” enforce- 
able in the U. S. Circuit Court, re-| 


HUNGRY” 
MILLIONS. 


Push up sales in the huge NAS- 
Land market, where you now have 
product distribution. Provide 
point-of-sale power by backing 
your local dealer with advertising 


in the local paper... the only one 
read intensively by his customers. 
You'll get better dealer relations 
... better display for your mer- 
chandise. Test for yourself the 
proved sales-stimulating value of 


HOMETOWN NEWSPAPER 


advertising...increase yourdealer’s 
sales and get your brands on top! 


(ts Easy a8 WAS./ 


Use 5 or 5000 of these smaller 
newspapers. ..circulation-tailored 
to fit your needs...the simple quick 
NAS way. Advertise your products 
in the ‘“‘Home Papers’’ and make 
every publisher a sales represen- 
tative...every dealer a distributor! 
“Localize” for effective 
selling action and watch 
your distribution spread 
beyond present boundaries! 


Write today for details! 


NEWSPAPER 
ADVERTISING 


SERVICE, Inc. 


222 N. MICHIGAN « CHICAGO 1 
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EVERY McGRAW-HILL MAGAZINE 1S A MEMBER OF—OR IS QUALIFYING FOR MEMBERSHIP IN—AUDIT BUREAU OF CIRCULATIONS 
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Canada Business 
Paper Ad Drive 
to Continue 


Toronto—Satisfied with the re- 
sults of its series of monthly ads 
in 66 Canadian business papers, 
the Business Newspapers Associa- 
ion of Canada voted to continue 
ts national drive for another year 
it its annual meeting here. 


At the yearly luncheon of the{tions Ltd., Gardenvale, Que., as- 
|group, Dr. D. R. Longman, New| sociation president; 
York researcher, told the group Mitchell, Vancouver, 
that Canada has the opportunity | George Collington, Toronto, vice- 
‘of becoming a bigger world trader presidents; and F. G. Brander, To- 


than ever before, since the U. S.|ronto, secretary. 
could not possibly import enough | 


of the world’s goods to meet the/ ABC Appoints Two 
Charles Adell, formerly an ac- | Carlson Promoted 


trading needs of dollar-short na-| 


Howard T. 


'mer, formerly in charge of na- 
tional spot sales for CBS in Los 
Angeles and Chicago for two 
years, has been named an ABC 
network account executive in the 
Hollywood-Los Angeles sales de- 
partment. 


tions. count executive of John Blair &| Milton C. Carlson, Chicago dis- 


Officers elected for the coming 


year include: R. C. Rowe, presi-| Broadcasting Company’s 
dent, National Business Publica-| division, Chicago. 


Co., Detroit, has been appointed | trict sales manager, has been ap- 
an account executive of American | pointed assistant sales manager of 
central | Signode Steel Strapping Company, 
William Lari-! Chicago. 


TO THE EDITOR 


nt 4 . = 
MEAD QUARTERS FOR INDUSTRIAL INFORMATIO 


“,.. please renew my subscription. Enclosed you 
will find my check,” are welcome words to any 
editor — and to every advertiser who has spent 
good money in the hope his advertisement will 
be read. 

The editor of a paid circulation publication 
doesn't have to be a mind reader to know what 
subscribers think about his magazine when they 
renew their subscriptions. Both he and the adver- 
tiser know that: 

— it is being read with interest 
— his subscribers are satisfied with the 

editorial material it contains 
— readers find it so valuable that they are 

willing to keep on paying for it 


Remember, magazines like McGraw-Hill’s 


aren't escapist reading. They haven't an ounce of 
sex appeal. They are hard boiled, factual business 
publications, specifically edited to help men in 
particular fields do their jobs better, faster and 
more economically. 


When a business man pays out cash for the 
privilege of receiving this kind of “paid” publica- 
tion, he is going to read it — get all he can out 
of it. If he doesn’t, he will automatically write 
himself off the active list by non-renewal. 


Each year over a million readers make cash pay- 
ments of more than four million dollars for their 
favorite McGraw-Hill magazines. This is the 
strongest proof we can offer that McGraw-Hill 
publications provide an alert, interested audience 
for your advertising messages. 


In one year alone—1947—MceGrau-Hill publications paid $11,000 to the 
AUDIT BUREAU OF CIRCULATIONS for the privilege of being checked. 
And it costs us $100,000 EVERY YEAR to maintain the necessary records 
and subscriber data required by ABC. 

Good investments? We think so. Every ABC statement tells us how we're 
doing ... but, MORE IMPORTANT, #f fells the advertiser what kind of 
audience he can expect—and GET—in a McGraw-Hill publication. 


ONS 


UBLICATI 


West 42nd Street-—New York 18, New York 


ASK YOUR McGRAW- 
HILL MAN to show you 
how thoroughly his 
publication reaches the 
buying influences you 
want to cultivate. 


ONS 
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Howard R. Bloomquist 
Advertising Manager 


me Tog comes 


reports on returns ; 


of a recent 
10c booklet offer 


iad 
“BUY-LINES pulled 


50°. greater returns 14 


than the next best 


medium used, 


* 
On a cost basis, this 
next best medium cost 
14 times greater per 
return than BU Y- 
LINES. 


x** 
os 


BUY-LINES pro- 


duced 49% of the total 


returns for 7% of the 


total cost.” 


For Further Intormation Write to: 


-BUY-LINES 


271 MADISON AVE., NEW YORK 16, N. Y. 
360 N. MICHIGAN AVE., CHICAGO |, ILL. 
235 MONTGOMERY ST., SAN FRANCISCO 4, 
CALIF. 
2978 WILSHIRE BLYD., LOS ANGELES 5, 
CALIF. ; 


333 S W OAK STREET, PORTLAND 4, ORE 
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‘Lux Theater’ 
Tops Video List 


New York—tTelevision already 
is making inroads on Sunday, 
radio’s strongest night, Pulse re- 
ports. 

In New York, on the May study, 
Sunday broadcasts took five out 
of the top 10 in radio homes; in 
television homes Saturday radio 
programs led, placing four on the 
list. 

Four shows made the top 10 for 
radio and television homes. “Lux 
Theater” (CBS) was first on both 
with a rating of 25.3 in the latter 
and 11.0 in the former. The other 
three were: Jack Benny (NBC), 


Lucky Strike; Walter Winchell} 
(ABC), Jergens; and Bandwagon | 
<NBC), Fitch. 

Other broadcasts which fared 
well with televiewers (in order): 
“Hit Parade” (Lucky Strike), 
“Truth or Consequences” (Duz), 
“Screen Guild” (Camels), “Life 
of Riley” (Prell), “My Friend 
Irma” (Swan), “Fibber & Molly” 
(Johnson’s Wax), and “Amazing 


Mr. Malone” (Wine Growers 
Guild). 
| Appoints Montgomery 


| Richard G. Montgomery & As- 
sociates, Portland, Ore., has been 
/named to handle the advertising 
'of Rose City Pre-Cut Buildings, 
|Ine., manufacturer of low - cost 


aluminum faced buildings for 
rural and commercial construc- 
tion. The current schedule in- 
cludes farm ‘publications and 
newspapers in Oregon, Washing- 
ton, Idaho and Montana. 


Dallas Ad Group Elects 


W. A. Roberts, commercial man- 
ager of Station KRLD, has been 
elected president of the Dallas Ad- 
vertising League. Other officers 
elected are: P. M. Rutherford, ad- 
vertising manager of the Dallas 
Power & Light Company, Ist vice- 


|president, and Mrs. Jerry Porter, 
|advertising manager of the Bap- 


tist Book Store, 2nd vice-presi- 
dent. Clifton Backmon, advertis- 


ing director of the Chamber of- 


Commerce, has been reelected 


secretary-treasurer. 


C. L. Baum Resigns 
from Short & Baum 


C. L. Baum has resigned as vice- 
president of Short & Baum, Port- 
land, Ore. The agency’s name will 
remain unchanged. Mr. Baum’s 
future plans have not been an- 
nounced. 

James McCallister Cook, at one 
time with J. Stirling Getchell, 
New York, has joined Short & 
Baum as an account executive. 


To Bozell & Jacobs 


Andy Lotshaw Company, Chi- 
cago, has placed its advertising 
with Bozell & Jacobs, Chicago. 
Plans are under way for a cam- 
paign on Andy Lotshaw body rub, 
Andy Lotshaw Pellent, and Gorjus 
hair dressing. 


QUITE A BOOK, NEWSWEEK! IT'S ONE OF 


THE TOP 4 OF ALL GENERAL MAGAZINES IN TOTAL ™ 
ADVERTISING PAGES. CARRIED OVER 2800 PAGES 
LAST YEAR ... AND ALL BLUE-CHIP COMPANIES. 


NEWSWEEK 


ae 


ees 4 pe Ss . ok 
ge oe allie at f 


et 
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SMALL WONDER IT'S NEAR THE TOP. NEWSWEEK DELIVERS 
THE GREATEST CONCENTRATION OF LEADERS IN BUSINESS, 
INDUSTRY, AND THE PROFESSIONS OF ANY GENERAL 
MAGAZINE ... AND DELIVERS THEM AT THE LOWEST 


COST PER THOUSAND ! 
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Millers to Start 


$2,500,000 Drive 
in Fall Magazines 


MINNEAPOLIS—Plans for the »a- 
tion’s millers’ long-range $2,50)- 
000 nationwide nutrition adver: .- 
ing-educational program on wheat 
flour and bread are being outlined 
in 18 key cities of the country by 
Herman Steen, Chicago, and Llovd 
Ellingwood, director of the pr - 
|gram, under auspices of Mille 
| National Federation. 

The campaign, originally sche 
uled to break last fall, is now 
definitely set to break in lat 
August or early September, ac. 
cording to J. Walter Thompso 
Company, agency for the miller; 

The schedule includes The 
American Weekly, Better Home: 
& Gardens, Family Circle, Good 
| Housekeeping, Holland’s, Ladies 
|Home Journal, Life, McCall's 
Parents’ Magazine, Progressiv 
|Farmer, The Saturday Evening 
|Post, Southern Agriculturist, This 
| Week Magazine, True Story, Wom- 
|an’s Day and roto sections of the 
|'Louisville Courier-Journal, Nash- 
ville Tennessean and New Orleans 
Times-Picayune. All will carry 
full-color ads. 

“It will be a mass educationa! 
campaign at the school level and 
will not be a program to increase 
home.baking or commercial baked 
products,” Mr. Ellingwood ex- 
|plained to a group of 300 flour 
|and bakery men here. 


| Theme: Nutrition 


He blamed the decline in the 
per capita consumption of bread 
on the mechanization of industry 
| reduced labor requirements anc 
increased consumption of dairy 
| products and citrus foods. 

Mr. Ellingwood said the nutri- 
tional theme would be the corner- 
|stone of the long-range national 
advertising program to be 
launched this fall. He said a na- 
tionwide survey found consumers 
“confused and fuzzy” on. this 
point. 

“People know why they need 
certain foods,” he said. “They are 
articulate in the belief that they 
need milk for its calcium, citrus 
‘fruits for vitamin C, meat for pro- 
‘tein, vegetables for minerals. But 
they cannot tell specifically why 
they need bread.” 

Harry Zinsmaster, chairman of 
the board, American Bakers Asso- 
ciation, told of the bakers’ $1,600,- 
000 campaign now in progress. He 
said bakers are in “the same boat” 
with the flour millers and must 
|meet the keen competition from 
other foodstuffs which have re- 
duced per capita consumption of 
bread from 205 pounds in 190% to 
154 pounds in 1947. 


Appoints Hoge 

James F. Hoge, a senior m:™- 
ber of the law firm of Roge! 
|Hoge & Hills, New York, has been 
appointed chairman of the !\w- 
yers’ advisory committee of the 
United States Trade Mark ‘s:- 
|sociation, succeeding Isaac W. 
| Digges. 
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ec M q 2g AZ 1 Nn e S Hu r Mai | O ffers, oe further in this very illuminating Wall Street Journal 


“Magazine publishers are engaged in a battle for new readers : 
the like of which hasn’r been seen in years ...If your subscrip- 


Door bell Br igade Into | tion lapses to most magazines these days, you can count on j | 


getting two or more copies before you are dropped. That's the ‘ 


way of keeping you dangling while the publishers’ most 


Circulation War” trenchant subscription weapon—direct mail—plays a rapid-fire 


appeal on you to return to the paying fold... Subscription 


4 
“3 


—Wall Street Journal sales forces are pushing doorbells with pre-war insistence”. . . 
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BUT...TRUE CONFESSIONS, 
THIRD LARGEST SELLER ON THE a 
NEWSSTANDS OF AMERICA, CARRIES 
A MERE 1.5% SUBSCRIPTIONS... 


AND AT FULL COVER PRICE ! 


Thatis basic and we are proud that TRUE CONFESSIONS is not using the adver- 
tising dollar to stay in anybody's circulation race—or—thin the mix of a completely 


natural demand. 


We have a woman’s magazine. The great majority of our readers are married. The 
great majority are young. Duplication with other women’s magazines is faint | 
Ben Day. Rates are the lowest of any woman's magazine with a million or better 
circulation. 


An advertiser of womens’ products told us recently that a half column advertise- 
ment in TRUE CONFESSIONS pulled over 40,000 inquiries. ).) 


, Not foo surprising when you add it all up. 


rue | 
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67 West 44th Street ¢ New York 18,N. Y. 
CHICAGO « LOS ANGELES * SAN FRANCISCO 
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‘in No Man's Land 


‘Christian Herald’ 
Looks for PR Ads 


New York—lIn the belief that 
religious tradition and the tradi- 
tion of economic freedom are 
synonymous, Christian Herald is 
currently stepping up its promo- 
tion to advertisers for public re- 
lations copy. 

For the past several months the 
magazine has been holding meet- 
ings in major cities for advertis- 
ers, explaining the Christian Her- 
ald viewpoint on the public opin- 
ion problem. 

Briefly, CH thinks that society 
is divided into two armed camps, 
organized labor and management, 
with a vast no man’s land be- 
tween. This segment of the pub- 
lic leans toward the management 
view, in the magazine’s opinion, 
and represents the kind of grass- 
roots force which can determine 
public attitudes toward labor- 
management relations. 

CH’s pitch emphasizes the char- 
acter of its readers (40,000 are 
ministers, 161,000 are officers or 
teachers in Sunday schools), their 
location (principally in towns 
under 25,000 population), their af- 
fluence (nearly 10% have two 
automobiles), and their upright, 
unsophisticated approach to na- 
tional problems. 


Advertisers Interested 


Ford Stewart, publisher of the 
Herald, says that the preliminary 
meetings—generally conducted by 
Dr. Daniel Poling, the magazine’s 
editor—have elicited much inter- 
est, and that a half-dozen adver- 
tisers have placed orders with 
more to follow. 

It has been a year of change 
for the Herald, whose 400,000 cir- 
culation puts it on top of the re- 
ligious field, and whose circula- 
tion is interdenominational and 
ABC—both rarities in the religious 
field. 

In May the magazine announced 
its box top promotion (AA, May 
3) under which the magazine 
clears box tops of advertisers’ 
products with religious groups, 
and the groups receive cash— 


-@ SPOT 


Your Advertising 


Where More Than 


52,000 


Buyers and Specifiers 
Look for It 


Readers use I E N as a buying 


reference to meet current needs... 
95.5% by actual survey ... Your 
advertisement in industry's original 
and most complete product news 
service receives preferred attention 
from men who are looking for your 
offerings. 


. . » Only $95 to $102 a month to 
reach this selected audience with 
mammoth buying power. 


Ask for “The | E N PLAN” and 
1 E N’s New NIA A Report. 


INDUSTRIAL EQUIPMENT NEWS 


Thomas Publishing Co. | 
461 Eighth Avenue, New York 1, N.Y. || 


Boston 
Detroit 


@ Chicago @ Cleveland 
@ Los Angeles @ Philadelphia 
Pittsburgh | 


averaging about 2% of the retail;ture and motion picture equip-/| 
|ment copy—although when mo- 


price of the product. 


Christian Herald is independent | 


and self-supporting; lacking the 
church, society and association 
support which commonly under- 
writes magazines in the religious 
field, CH has to bear down harder 
on advertising, and be more in- 
genious in its promotion. 
Because of its readers’ views, 
the Herald carries neither tobacco 
nor liquor advertising. It now 


tion picture ads first began to 
appear in the magazine it aroused 
a tidal wave of resentment from 
readers, who had the Bible Belt 
aversion to Hollywood’s product. 

Although tobacco and _ liquor 
have been eschewed, the Herald’s 
pages are open to a wide list of 
proprietaries and nostrums, but 
the list has been pruned, first by 
Graham Patterson (who was pub- 


carries a good deal of motion pic-|lisher of the Herald for many 


years before moving on to Path-| to handle a national campaign {., 


finder and Farm Journal) and by 
its present management. 

Mr. Stewart says that the maga- 
zine will take no definite editorial 
stand on management-labor prob- 
lems, and that if the magazine is 


‘offered any union advertisements 


it will take them. 


Grapico Names Keegan 
Grapico Sales Company, Roa- 

noke, Ala., has appointed Keegan 

Advertising Agency, Birmingham, 


Grapico, which heretofore a. 
only been distributed in the So. )- 
east. Trade publications 
newspapers will be used at fir 


Copeland Joins Agency, 

Sidney Copeland, head of 
Time-Life-Fortune bureau in - ». 
attle since 1945, has been d 
pointed to the newly created p. 
tion of director of the news | . 
reau of Mac Wilkins, Cole ,, 
Weber, Seattle agency. 


THE PENNSYLVANIA RAILROAD tells industry about its freight facilities, 
and the advantages of locating along the Pennsylvania. For 13 years 
the company has used the pages of Business Week to tell its story to 
Management-men. 

These Management-men, who comprise the vast bulk of BW read- 
ers, are actively interested in all new developments that facilitate the 
economical handling of freight shipments. It is their responsibility to 
make decisions on plant location ... final decisions. 

For this reason, Business Week is a good buy for the Pennsy... 
its advertising dollars invested in BW “work harder,” produce more, 
because BW offers a minimum of waste circulation. Per advertising 
dollar, Business Week reaches more Management-men than any other 
general business or newsweekly magazine. 


WHEREVER YOU FIND IT, YOU FIND 
A MANAGEMENT-MAN ...WELL INFORMED 
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idvertising Age, 


Campbell Promoted 


John N. Campbell, merchandis- 
1g manager, has been appointed 
vice-president of Lakeside Mill- 
ng Company, Toronto. He will 
irect the sales of all packaged 
“oods, which include cake mix 
ind tea biscuit mix. 


une 14, 


Slater Named V.P. 


George A. Slater, account ex- 
cutive, has been named a vice- 
president of Mumm, Mullay & 
Nichols, Columbus, O., agency. 


Elects Trenholm 


George A. Trenholm, vice-pres- 
ident and general manager, has 
been elected president of the Sani- 
Wax Company, Dallas. He will 
continue as general manager. Ger- 
ald C. Mann is vice-president and 
P. T. Bee, secretary-treasurer. 


Wright Agency Moves 
Frank Wright National Com- 
pany, advertising agency, has 
moved its San Francisco office 
from 681 Market St. to larger 
quarters at 995 Market St. 


R&R and Lunke 
Given Top Awards 
by Seattle Adclub 


SeEaTTLE—Ruthrauff & Ryan and 
James R. Lunke & Associates 
shared top honors among agen- 
cies in the first annual awards by 
the Advertising and Sales Club 
of Seattle for newspaper adver- 
tisements. 

An entry of color advertise- 


ments by PictSweet Foods, Inc., 
prepared by Ruthrauff & Ryan’s 
office here, won the only award 
in the classification of feature, 
magazine and rotogravure section 
advertising. 

First place winner in the cate- 
gory of best run-of-newspaper 
display advertising was Tatt’s, 
men’s clothing. store, for which 
James R. Lunke & Associates pre- 
pared copy. Second place went 
to Lucky Lager, prepared by 
Ruthrauff & Ryan; third, Seattle- 


es 


oe 


First National Bank, prepared by 
Pacific National Advertising 
Agency, and fourth, Shirts, Inc., 
prepared by Lunke. 

Award for best display adver- 
tisement in public relations or 
community service went to Rhodes 
Department Store; copy was pre- 
pared in the advertising depart- 
ment headed by Robert Kardinal. 
Honorable mentions: Seattle City 
Light, Wallace Mackay Company; 
Seattle Home Building Industries, 
Wallace Mackay Company. 

Al Brock, advertising manager, 
Seattle Post-Intelligencer, was 
chairman for newspaper awards. 


Appoints Johnson 


J. Leonard Johnson, formerly 
director of advertising and sales 
promotion of O. A. Sutton Corpo- 
ration, manufacturer of Vornado 
air circulators, has been named an 
account executive of McCormick- 
Armstrong Advertising Agency, 
Wichita. Mr. Johnson will con- 
tinue to serve Sutton in an ad- 
visory capacity. 


The 40th retail market 


DAVENPORT 
ROCK ISLAND 4 
MOLIN Ef 
BAST MOLING = 


"Third station in the 
county to maintain 
ee regular daily 
wee broadcasts." 


* 
MANNEAPOLIS 
7. Pav > 


cHicaco @ 


QUAD CITES 


WOC woe-rm 


5,000 Watts, 1420 Ke. 
BASIC NBC Affiliate 
Col. B. J. Palmer, Pres. 
Bury! Lottridge, Mgr. 


DAVENPORT, IOWA 


National Representatives: 


FREE & PETERS, Inc. 
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: WSBT, every Cie 
show has a Hooper — yightt 


that’s higher... , ; g0? 


% (0 WSBT Hooperatings on all CBS shows are 


Yes 2 higher than the national ratings. Not just 
’ 
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ee 


es sy ee 


a little higher, but much higher —23 to 202 
per cent!* And no other station, either local 
eae or out-of-town, even comes close in Share 
of Audience. It is WSBT— and only WSBT 
7 4 —that gives you blanket coverage of the 
South Bend market. 
ces + 960 KC 
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WasHINGTON—Dollar volume of | 
department store sales for the) 
week ended May 29 zoomed to a} 
point 18% above sales for the cor- 
responding week of 1947, the Fed- 
eral Reserve Board reports. 

The large increases over the 
same week of last year are par- 
tially accounted for by the six-day 
business week preceding Memorial | 
Day this year. Last year, the) 
holiday resulted in only five days’ 
business. 

No district reported a year-to-| 
year loss. Among the cities, how- 
ever, Nashville and New Haven 
suffered losses of 12% and 4% re- 
spectively. 

The Kansas City (10th) district 
showed the largest dollar volume 
sales gain over last year with a 
30% rise. The boost was spurred 
by a 50% sales rise in Wichita, 
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pave the way to 


7 prospects into customers. 


&§ When you use Trade Mark Service, your trade-mark or 
brand name is placed in telephone directories wherever you 
/ have distribution . .. and your dealers or outlets are listed 


underneath. 


It’s an economical method of letting prospects know which 
dealers carry the products or services you advertise. It helps 


your advertising get better results. 


For further information, call your local telephone business office or, 
latest issue of Standard Rate & Data. allie 


_ YOUR LOCAL DEALERS 


| Trade Mark Service in the ‘yellow pages’ (classified section) 
se of telephone directories helps your national and local adver- 
‘eB tising bring prospects to your dealers... helps turn those 


Federal Reserve Figures on Department Store S 


ales 


DEPARTMENT STORE 


SALES INDEX 


1935-39 EQUALS 100 © 


Week to May 29, '48*.p295 
Week to May 22, '48*.p296 
Week to May 31, ’47*..250 
Mo. of April, °48....p303 
Mo. of April, °47...... 277 
— 2 & . aaa 285 


pPreliminary. 
*Not adjusted seasonally. 


Kan., one of the highest increases 
recorded this year. Second and 
third-place cities, Tulsa and St. 
Joseph, Mo., which showed boosts 
of 39% and 38%, respectively, also 
are in the Kansas City district. 
Yr.-to-Yr. % Gain 
Month Week end. 


Federal Reserve of May May 
district and city April 22 29 
UNITED STATES .. 7 7 18 
Boston District .... 1 —2 8 
New Haven ...... l 11 | 
SEG. 56crss 2a vi 1 a N 
Springfield ...... 5 2 13 
Providence ...... 0 3 ; 
New York District... 6 ; 2 
De Files by ao « -1 12 20 
ee” 7 1.3 21 
PRUE OPR cvevvss 7 8 2 
Roemester ....... 3 r—! t7 
oo, ae 1 -2 1% 
Philadelphia Dist... 6 2 is 
Philadelphia ..... 0 3 13 
Cleveland District... 5 i 2) 
Be Gate cmpeteod —-H 1! $2 
Cincinnati ....... 2 2 0 
CIOPSIRIG * 6506025 6 4 £2 
Cormet # os usare 8 1! 21 
POM 46d. <kiec ts 11 10 24 
Pittsburgh ...... 7 8 2 
Richmond District... 2 — Ss 
Washington ..... 5 0 ¢ 
Baltimore ....... 2 — 5 10 
Atlanta District.... 5 13 l 
Birmingham ..... 5 4 ° 
fas 00h a & os —§ 8 
See 8 13 3 
New Orleans .... 14 ri7 " 
Nashville ........ —3 —_” 3 
Chicago District ... 10 6 iv 
bo eee 7 3 12 
Indianapolis ..... —2 15 21 
SEY ob kates b's: 15 4 25 
Milwaukee ...... is «= — fT”) 30 
St. Louis District... 10 5 1 
Little Rock ...... 16 15 ‘ 10 
Louisville ....... 13 —10 11 
St. Louis ... er ee 7 24 
p NS ererrer 9 3 0 
Minneapolis District 8 ° ° 
Minneapolis ..... 7 
ee EL BUT soc ce 1 ° ° 
Duluth-Superior.. 18 a 
Kansas City Dist... 10 i4 0 
EE” 4:4 8% aoe 8 4 5 24 
\) . . Saree 12 2) 50 
Kansas City ..... 13 is 24 
i EDs bah dad —1 Lo 28 
Oklahoma City .. 16 1s 31 
, , | re ae 25 u4 3°) 
Dallas District .... 15 3.5 ] 
DE Sw as & 5 oe 6 + 2 10 
Fort Worth ...... 13 7 ‘3 
EL oF eho dno Ace « 31 27 22 
San Antonio ..... 10 ] i 
San Francisco Dist... §& 7 2 
Los Angeles Area 1 s- 4 
OS errr 5 9% 2! 
San Francisco ... 0 5 ’. 
| re 12 11 } 
Salt Lake City.... 11 . * 
a 3 D at 
. 
r—Revised. 1 * 


The large increases over last ye 
reflect in part the fact that th 
year stores were open for six busin« 
days whereas in the correspondi: 
week last year stores in most di 
tricts were closed on Friday in o 
servance of the Memorial Day ho 
day. 

*Data not available. 


Hibler Opens Offices 


Clyde J. Hibler, formerly wi') 
Surface Combustion Corporatio 
Toledo, as liaison engineer :an | 
technical writer for tne adverti: 
ing department, has established 
consulting service at 30 W. Wash 
ington St., Chicago, for the prepa 
ration of technical catalogs, man- 
uals and publicity. 


To McMurphey Agency 
Badgley Mfg. Company, Port- 
land, Ore., maker of the Badgley 
Lint-Off brush, has placed its ad- 
vertising with George W. Mc- 
Murphey Advertising Agen,cy, 
Portland. The agency also will 


_Mirect..the regional advertising for 


the Cascade line of insecticides 
and garden baits. 
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Selmick 25-Cent 


Magazine Plugs 


Blandings Film 


Cutver Crry, Car. — Selznick 
Releasing Organization, to pro- 
mote “Mr. Blandings Builds His 
Dream House,” is using a 64-page 
slick - paper picture magazine 
called “Close-Up,” with an initial 
press run of 100,000. The run) 
will be increased substantially if) 
it can be sold at 25 cents. 

In a trial balloon to determine 
newsstand reception, agreements 
have been signed with Sunset 
News, Los Angeles, and J. B. 
Stoll, Chicago, distribution or- 
ganizations which will put it on 
the stands within the next week 
or two. Measure of sales perform- 
ance here will be compared with 
sales of a major movie magazine. 

In addition, the RKO chain of) 
more than 200 theaters in New 
York, the Parker chain ir Port-. 
land and Tri-State in Des Moines | 
will place it on sale in the lobbies | 
of their theaters. Other distribu- | 
tion will be through contractors | 
building the “Dream House,” and 
cooperating department stores. | 
Some of the latter will use the) 
magazine as a souvenir and give 
it away, others will use special | 
inserts, while still others will 
simply sell it. 


Won’t Disclose Ad Rates 


Three advertisers have taken 
space in the publication: Kimsul | 
division of Kimberly-Clark Cor-| 
poration, Neenah, Wis.; Sure-Fit | 
Products Company, New York, | 
and Chesterfield cigarets. Selz-| 
nick officials told AA there is a) 
standard rate which was paid by | 
the advertisers, but that in view 
of the uncertainty of eventual) 
total circulation, they don’t care, 
to say much about it now. 

The magazine has had one pre-| 
vious printing which featured the, 
picture “Intermezzo.” That one. 
was not too successful financially, | 
principally, it is believed, because | 
not enough attention was given '| 
to effective means of distribution, | 
which at that time was through | 
sale in theater lobbies only. Now | 
Selznick is more optimistic but, 
will wait to see what happens be- | 
fore any further printing is made. 


Mostly About Hollywood 


Nearly all of the Blandings is- 
sue is devoted to various aspects 
of the production, but the fiction | 
of being a general magazine is at- 
tempted by including an editorial 
about Hollywood, a quiz based on 
pictures of movie stars of 1921, 
cartoons depicting housing humor, 
a Hollywood diet, an article on 
Hollywood after dark and a col- 
umn on music. 

If further printings are made, 
format and subject matter “will 
not necessarily be the same.” 
Aside from using the magazine for 


promotion of Blandings or other 
movies, consideration is being) 
given to its use for personality | 
buildups, giving publicity to over- 
all promotion of the studio or in- 
dustry. No regularity of issue is| 
planned, however, even if the 
magazine clicks. 

Paul MacNamara, former Hearst 
magazine executive, directs pub- 
lication of “Close-Up.” 


Frisket Cement Returns 


S S special frisket cement, form- 
ulated for frisket work exclusive- 
ly, is again available from S S 
Rubber Cement Company, Chicago, 
following wartime restriction on 
the use of the rubber used in its 
manufacture. The S S company 
also makes Artex and S S brands 
of rubber cement used for mount- 
ing and layout purposes. 


KFI Promotes Tyler 


Haan J. Tyler has been ap-| 
pointed program director and co- 
ordinator of television operations 
of Station KFI, Los Angeles. He 
has been with the station for five 
years, the last two as sales man-— 
ager. Kevin B. Sweeney, who has 
been acting as a consultant to KFI 
on promotion and publicity for. 
the past several months, has been | 
named to succeed Mr. Tyler as) 
|sales manager. Mr. Sweeney will 
‘continue to supervise promotion 
j}and publicity. 


‘Benrus Signs Year's 
Contract with WJZ-TV 


Benrus Watch Company, New | 
through J. D. Tarcher &| 
Co., will sponsor daily time spots | 


| York, 
over WJZ-TV, New York, start- 


ling Aug. 15 when the ABC sta-| 


| tion goes on the air. 


The contract, which marks| buy, is for a 52-week period. 


, Benrus’ first long-term television 


g ES record each month 


of the finest perfume 


and cosmetic advertising 


BEAUTY FASHION 


». ‘Also’ publishers of DRUG AND COSMETIC. INDUSTRY- 


WHERE 7,523 GROCERY STORES RANG UP 
SALES OF 15 BILLION DOLLARS IN ’47* 


The Los Angeles Examiner knows Los 


Angele 


s and the Southern California 


market better than anyone else. We 
have compiled basic marketing data 
for grocery and for 17 other product 


classifications in 


our Sales Operating Control. 


Here’s vital aid for plotting your sales potential 
— planning your sales strategy in this market. 


Said a Food Company executive: 
“We plan to set-up sales operations with your 


Sales Operating 
handle all our d 


Control with which we will 
istributors and direct sales. We 


are breaking down volume for each of the sales 
divisions you have and are setting up a depart- 
ment to analyze each district and our sales 
activities in them.” 


FRANKLIN 
6343 


NGON 


PHOTO ENGRAVING COMPANY 


11-17 SO. DESPLAINES ST. + 


“It puts the market ir. 
yourlap!’’ Aska 
Hearst Advertising 
Service Man about 


Sales Operating in 
the Southern Califor- 
nia Market.” 


The Los Angeles Examiner covers 

this market like no other paper — 

with the largest circulation daily and 

Sunday. This telling-selling power is 

the reason why in 1947 the Los 
Angeles Examiner carried well over a million 
lines of national grocery advertising.+ Sales 
power plus sales know-how make the Los 
Angeles Examiner Southern California’s stand- 
out buy. 


*Sales Management Survey of Buying Power, 1947 — Los 
Angeles, Metropolitan County Area. 

+1947 Los Angeles Examiner's National Grocery Advertising 
Lineage (Evening, Sunday and Supplements) was 1,117,910. 
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| Coventry, England, but are of the| giving England one of its largest}and 10 hardware and implement 
/same design as the American single methods of obtaining dol-| business papers. 

|product. First models are ex- lars through its private industry., Dearborn Motors Corporation, 
pected to roll off the Detroit line | Other exports of the British affil- outgrowth of the Ford half of the! 


¥ 
| 
Harry Ferguson | 
|in August. late, to the Continent, are ex-| ill-fated Ford-Ferguson partner- 
The Ferguson system of farm-/| pected materially to reduce the| ship, meanwhile has announced 
ing, introduced in this country by | requirements for American im-/|that its production is now up to 
Harry Ferguson and Henry Ford, plements under the Marshall Plan.| 450 Ford tractors daily, up 50 


Announces New 
Model Tractor rr ce me armen Out | et 


Detroir—A two-color spread in | "ership, is given a heavy play in} The announcement campaign, | Wood Brothers corn picker and 
six national and sectional farm | all of the announcement adver- through Fuller & Smith & Ross,|°°™Mbine to its line and also has| 
magazines, pages in other Cana-| "ising. Cleveland, ran in Agricultural|the Towner of California and 
dian and American farm ocsagaen 265 Tractors Daily Engineering, Agricultural Leader’s | empster of Nebraska imp ements | 
tions, plus ads in newspapers and | f : Dieses. Esther. Farmian Methods for distribution by its dealers in 
radio commercials are being used| The current production in the ‘gest, g ’| the U. S., Canada, Cuba, Mexico 
to introduce Harry Ferguson’s| English plant is about 265 tractors | Country Gentleman, Capper’s and Hawaii. 

new tractor to dealers and farm-| Per day, 100 of which are being Farmer, Farm Journal, Nation's Dearborn has stepped up its ad 
ers. |exported to the U. S. The tractor | Agriculture, National Grange budget for ’48, with several addi- 
The Ferguson tractor’s debut | order now being delivered totals| Monthly, Progressive Farmer,| tional farm publications on its list 
was keyed to the theme “the cur-| more than $20,000,000, and may Southern Agriculturist, Successful| and a new cooperative newspaper. 

: pap 

tain rises,” and was timed to break | be increased to about $65,000,000,' Farming, 1,500 local newspapers radio and poster program. 


Boosts Ad Rates 


Effective with the July, 1948, 
sue, the National Bottlers’ Gaze: 
New York,- will increase adver: 
ing rates between 20 and 24% a 
boost its circulation guaran: 
from 7,000 to 8,500. The one-ti: 
rate for a single black-and-wh 
page will be increased from $2 


to $300. 


Packer Buys United 
United Advertising Company « 


'Texas, Dallas, has been sold { 


Packer Corporation, Clevelan: 


‘outdoor advertising company. Th 


company will operate in Dalla: 
San Antonio, Austin and the Ri. 
Grande Valley. J. A. Shults, Sa 
Antonio, and F. A. Uhler, Chi 
cago, have been named presiden 
and vice-president and genera 
manager, respectively, of Packer 
Texas operations. 


simultaneously in all media. Since | 
Harry Ferguson, Inc., still has its| 
new tractor plant under construc- 
tion in Detroit, the tractors now 
being sold are imported from the 
Harry Ferguson Ltd. plant in | 

| 


(Advertisement) 


CanaMedia Man — 
Learn from the 
Copy Department? 


Herbert Gesregan | 
Media Director 
Marschalk & Pratt 


A media man should have very 
big ears and keep them wide open 
for suggestions—if he wants to be 
able to advise and counsel with 
real authority. 


For instance, even a copywriter 
can teach the media man some- 
thing at times. I remember once 
when a writer dropped by my 
desk after the plans conference to 
suggest a smaller size space unit 
for the campaign. He said his 
copy would be short enough to go 


in smaller space. The result was| 


more frequency and a more effec- 
tive campaign. 


Of course, I’ve had copywriters 
sell me on larger space units for | 
longer copy, too. And they’ve had | 
their own particular slants on) 
other kinds of media questions—| 
good, bad and indifferent. 


Recently a copywriter convinced 
me that his copy for a certain in- 
dustrial campaign was so good | 
that it should be running in more | 
business magazines. Maybe he’d | 
been reading this series of columns 
sponsored by Nation’s Business! | 
Anyway, I thought so well of his! 
arguments that I’m taking his 
proposition up with the client. 


So you see why I keep my door 
open to anybody who has a media 
suggestion—even the copywriters! 


* * * 


This column is sponsored by 
Nation’s Business to promote the 
use of a mass technique in selling 
the business market of America. 


Four leading general business 
magazines offer you a combined 
circulation of 1,335,000 executive 
subscribers. This means over fif-| 
teen million pages a year on 12-13 
time scedule. 


Guaranteed Circulation—B&W Page 

Nation’s Business . .575,000 $3,000 
U.S. News & 

World Report ....350,000 2,400 

NE oe oS ng awl 235,000 2,900 

Business Week ....175,000 1,575 


1,335,000 $9,875 


We'll be glad to give you a more 
detailed picture of the mass cover- 
age now available to your business. 
Write for free booklet. Nation’s 
Business, Washington, D. C. 


j 


‘Pardon me, sir 
Vee 


CAN YOU describe the most 
fascinating pair of eyes you have ever seen? 
... HAVE any of your faults made you a 
better man? ... WHAT person in American 
history interests you most? .. . SHOULD 
a captain go down with his ship? Why? 


() Jummy Jemati is a man who has made a career 
of asking all kinds of questions of all kinds of people, 
and publishing their pictures and answers in his 
column in the New York News. 

Pioneer of Inquiring Photographers, he often 
found the 1921 public cool, puzzled, or even 
resentful at his queries. 

Today, after twenty-seven years on the job, 
he is as well known as Santa Claus, and must work 
fast to avoid crowds. 

On meeting Jemail, the typical New Yorker 
poses nonchalantly as a chorus girl on shipboard, 
and sounds off—usually not so nonchalantly. 

He is the poor man’s Interview With The 
Press, and appearance in his column confers a 
temporary celebrity, with clippings going to Aunt 
Dora in Dubuque and Uncle Olaf in Ostmark. 

And his Inquiring Photographer column is 
read by 7 out of 10 News readers, draws 30,000 
letters a year, makes conversations at a million 
breakfast tables! 


({ Pre-Gatuup poller, Diogenes of a democratic 
era, Jimmy Jemail has probed the public mind on 
almost every possible topic. Some of his columns 
have had amazing consequences. 


¢{ One time he asked the child inmates of the 
New York Foundling Hospital, ““What would you 
like best for Christmas?” 

Five-year-old Bobby answered, “A real 
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Sigmund Romberg Heads Co-op Closes NY Office Ad Bureau Reports °°" like newspapers, face;aspect of advertising too often , 
8, Raleigh Summer Cast | The Cooperative League of the | ney profit margins. Hence forgotten—the cost of advertising ms 
Ize! . ‘United States of America has) : ere is a more critical need than to the consumer. In 1937, the ' 
ert. tee elemer bib ae voted to close the New York office 3rd Record in Row ever for retailers to get the most ratio was 2.63%, while disposable 
ar ‘or Brown & Williamson Tobateo and strengthen the Chicago and in Dailies’ Volu e efficient performance possible out income stood at $75 billion. In 
fan sorporation’s Tuesday night spot | Washington Offices. Wallace J. m cf their investment in newspaper| 1947, with disposable income 
“4 sn NBC for the fourth consecutive Sone ger = = ee | New Yorx—The Bure cf Ad- space.” zooming to $175.3 billion, the ad- 
"$2 season this year. Filling in the old | i gton office rs jain Tela Gatenn, vertising, American Newspaper Make Sharpest Gein vertising ratio was 2.21%, only } 
Red Skelton half hour, which will | present director of that office The Publishers Association. released its rpes . Slightly above 1942’s 1.69%,. low 
be taken over by “People .Are |, ine Oe Servi ‘ annual report last week, which) Although magazines continued for the 10-year period. 
” the fall. the musical | COOPerative News Service will be : ; ; 
Funny” in : \discontinued in its present form. | Showed the third consecutive rec-| in front place in national adver- | sinimaitariensiahonnien 
session is heard at 10:30 p.m.,| P oF 
— ° “| Film and tour services will be | ord-breaking year for newspapers, |tising, with $416,000,000, the re- N 
ld The time was bought through | transferred to Chicago. but still left them in second place | port points out that newspapers | ames Anthony Lord 
elan [Russel M. Seeds Company. siabineatal behind magazines in the race for made the sharpest gain in 1947; Anthony Lord has been ap- 
. Th Sendonthegem 'Drackett Names Aue the national advertising dollar. (over 1946, reaching 31% of the Pointed sales promotion manager 
Malla: Bradle Joins Biow ‘ As previously reported in AA, national advertising dollar—a per- Of Lee Tire & Rubber Company, 
e Ri radey Lester A. Aue, assistant adver- the bureau pegs the newspapers’|centage they had not reached, NeW York, a subsidiary of Lee 
» Sa E. C. Bradley, formerly execu-|tising manager of the Drackett|jocq) advertising at $721,000,000 since 1941 Rubber & Tire Corporation. Mr. 
Chi- Jftive director of the creative de-|Company, Cincinnati, has been j,, 1947 national at $369,000,000 M ey oe ae ee Lord was formerly assistant to 
sider partment of Dancer-Fitzgerald- appointed advertising manager. a ce gy _ Magazines, for the first time| George H. Duck, vice-president in 
nera [{Sample, Chicago, has joined the| Previously, Mr. Aue served eight Alfred B. Stanford, director of since 1941, showed a slight de-| charge of advertising and public 
oker account executive staff of Biow) years as assistant sales manager | the bureau, points to the work of cline in their share of the dollar. relations. 
Company, New York. of Drackett. the retail division and says that| The bureau report highlights * ~ 
cores Friedman to L’Aiglon 
| 
Rhoda Friedman, formerly ad- 
_vertising manager of the Julius 
Nelson Corporation, New York, 
has been appointed to the newly 
created position of director of 
public relations of L’Aiglon Ap- 
parel, New York. 
| i oe 
* & i ll | 
“ty iss OV /ViadaM..) Se 
mummy and daddy,” and got his wish. Hundreds a considerable personal reputation. 
1? of other children were adopted by parents who He has been the subject of stories in Reader’s 
couldn’t have Bobby! Digest, Time, Liberty, Newsweek, Pageant and | 
Another child’s request for a wagon swamped other periodicals . . . written many articles, made 
. the Hospital with wagons. scores of broadcasts, received innumerable offers 
The Foundling Hospital column is now a in other fields. The late Judge Gary wanted him to 
pre-Christmas perennial that brings a surplus of come with Big Steel and learn the business! ARE IN THE MARKET FOR 
checks and gifts shared with other institutions. 
_ In appirion to producing a popular feature, 6 3 ] , 0 0 0 W A S H | N G 
:, IF YOU COULD hear a voice from the past ona Jemail has done a remarkable public relations job. M A C H | N ES |* 
record, whose would you like most to hear? . Taking pictures of some 70,000 people, and . 
was asked when electrical transcription was new. talking to hundreds of thousands more, he has . and at least 10% of Foreign 
n One New Yorker answered, “The voice of given a small-town intimacy to this largest of Service reader-families are looking 
; ; ny Pn for one to buy soon, within the 
Jesus Christ” . . . and for years afterward was the metropolitan newspapers, made millions of readers next year. In addition, many of | 
recipient of letters from all over the world, calls the _tealize that The News is interested in their those families who do own a ma- | 
‘ . tr PRET i silat te talecaiiatl chine are thinking of replacing it 
: experience the most interesting of his life! opinions, their affairs, their interests. with a new model. 
k And readers of The News have reciprocated ; : 
Here is a tremendous appliance . 
(| One woman told Jemail she wanted more than with a loyalty and confidence reflected not only market—not just in washing me- 
payne ’ . t is ae rahe ; ae Re ' | chines, but in other kinds of a 
anything else the return of her under-age son in circulation growth but advertising results! pitamess, 000. Wf yen want to aan 
enlisted in the Canadian Army. this market, Foreign Service is a 
Canadian readers wrote their military attache ({ Some Apvertisers mistake the mere arithmetic sure bet for complete coverage at | 
; : 1 sas dail i ise Sund: a low rate of $2.20 per thousand 
in Washington. In a few weeks the boy was home. of 2,375,000 copies daily and 4,600,000 Sunday copies. | 
as the motif of The News as an advertising medium. “Recent Starch Survey says 51% of 1,000,000 
( Durinc THE War, unsavory gossip dropped Yet these huge circulations might be so much chines, 1a 000 on me- 
P . rite for your FREE 
WAVE enlistments in New York to three a day. waste paper . . . without the entente between digest of Survey! . 
? Jemail asked mothers, “Has your daughter reader and paper, the plus-factor of the personal io \ 
benefited by joining the WAVES?”. . .and New touch that helps to open eyes and hearts, move ew \ 
York exceeded its WAVE quota. minds and merchandise! . 
A quarter-century of familiarity, of trust and 
(’ In Capetown, Africa, a man saw in Jemail’s liking . .. makes The News the dynamic, productive 
column the picture of a brother missing for thirty medium that sells more goods to more people 
n years, and a reunion followed. than any other medium on earth. 
S An interview with Pat Mulkern, struggling No advertiser seeking public preference can 
publisher of the four-page Hobo News, brought sensibly overlook a publication so much preferred 
offers of help from other writers, started by so many people! 
subscriptions and revenues climbing. ; 
u THE [gf NEWS, New York’s Picture Newspaper, 
({ ON AN ASSIGNMENT most reporters do 220 East 42nd St., New York City . . . Tribune Tower, Chicago 
perfunctorily, drop as soon as possible, Jemail built 155 Montgomery St., San Francisco. 
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Eagle-Picher 
Latest to Use 
Stroboscopic Pix 


Cuicaco—With a full-page| 


black-and-white ad in Time last 
week, Eagle-Picher Company 
opened a new institutional cam- 
paign, at the same time adding its 
name to the list of advertisers 
using stroboscopic photographs to 
achieve unusual effects. 

The institutional series in Time, 
and business, financial and plant 
city newspapers employs’ the 
“strobe” technique to provide 
unity and continuity to the pro- 
motion. As many as possible of 
the photos used in that series will 
also be adapted to the separate 
push on consumer items, running 
in 40 shelter, farm and trade pub- 
lications. 

Problem faced by the company 
and its agency was to create in- 
terest and eye appeal for prod- 
ucts that are not glamorous, but 
which use material sold by Eagle- 
Picher. First ad, for example, 
shows a scrub bucket as one use 
for zinc produced by the company. 

To stimulate reader interest in 
the scrub bucket, Needham, Louis 
& Brorby, the Eagle - Picher 
agency, employed Jim Brown of 
Filmgraphics Studio here to make 
some stroboscopic photographs of 
a hand with a brush sloshing suds 
onto a floor. 


Limited Use 


While stroboscopic photographs 
are not new, their use for com- 
mercial purposes has been limited 
by the expense of the equipment 
(up to $150,000) and the dangers 
involved in handling the high 
voltage device. At most, there are 
not more than four or five studios 
in the country equipped to do 
commercial “strobe” work. 

Essence of the process is simple. 
To stop fast motion in a series of 
shots, the shutter is opened and 
a light several times as bright as 
the sun is flashed. Each flash be- 
comes a separate image, and the 
motion thus can be traced. The 
light throws off almost no heat, in 
spite of the fact that up to 4,000 
volts surge through the tube at 
several hundred amperes. 


Unusual effects can be obtained | 


52,000 COPIES MONTHLY 
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NOT GLAMOROUS—To put eye ap- 

peal in a picture of an unglamorous 

scrub bucket, Needham, Louis & Brorby 

used a stroboscopic photograph in this 
ad for Eagle-Picher. 


by adjusting light intensity and 
shutter. One example is the tracer | 


|strobogram of Hal 


Newhouser | 
pitching. The photograph shown at | 
the right also was made by Film- 
graphics Studio for a new Ziff- | 
Davis book, “Pitching to Win.” 

Principal advantage of the light | 
in color photography, aside from) 
the fact that food and similar) 
perishables will not wilt as they) 
would under hot lights, is the| 
broad spectrum of the tubes. They | 
also provide a_ constant light, 
while sunlight is said to change 
from blue in the morning to red in| 
the afternoon. 


Joins Erwin, Wasey 

Ray Simms has joined Erwin, 
Wasey & Co. as time buyer for 
radio and television. He formerly 
was assistant time buyer at Ken- 
yon & Eckhardt. 


Promotes Apgar and May 

John W. Apgar, who has been 
sales manager of the coating di- 
vision of Irvington Varnish & In- 
sulator Company, Irvington, N. J., 
has been named assistant to the 


TRACER-STROBOGRAM—This unusual effect, showing several exposures o/ 

bodily movement plus a constant light trail made by the bulb on Hal New- 

houser’s hand, will be used to illustrate the mechanics of a pitch in Ziff-Davis' 
book "Pitching to Win.” 


Donald May, sales service man-| pointed to succeed Mr. Apgar a; Ro} 


general manager of the division. 


ager of the division, has been ap-| division sales manager. 
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swers at their 
And you'll be 


how to get to 


Top management men in agencies 
certainly need a lot of correct an- 


book, next time a client asks you 


tion’s most productive sales areas. 


For in this folio you’ll find current 
examples of Metro’s locally edited 
Gravure Magazines—published by 
America’s top Sunday newspapers. 
You’ll spot immediately the local 


A book specially prepared for 
top agency management 


Here’s a top sales-tool for top agencymen everywhere 


finger tips. get top 


glad you’ve seen this 


Pp coverage in the na- of the u 


flavor built into these Magazines. 
You'll see why they consistently 


You'll find, too, a quick account 


Magazines provide in their respec- 
tive areas. 


You'll even find that they deliver, 
collectively, merchandisable cover- 
age in not just 26, not just 32, not 
just 48—but more than 500 key 


mnagaz 
vure | 


The 
iewp 

wer 
ocal 
ccore 


markets—including 40 cities of i 
100,000 or more. 5 
4 


In one quick inspection, you’ll fixd 
that Metro’s coast-to-coast netw« “k 
of Sunday Gravure Magazines «°- 
ables you to do a national selli 2 fC fa; 
job at the local level—reachiv 

per $ invested, more people in mo: ° 
places where most sales are made 


cover-to-cover readership. 
* * * 


nmatched coverage these 


For your copy, simply address th: 
nearest Metro office on your busi: 
ness letterhead. 
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Bureau Sets Up 
Shain Store Unit 


New YorkK—Don G. Hays, for- 
yer advertising director of the 


Vichita Eagle and the Indianapo- | 


is Star, has been appointed man- 
ger of the new chain store de- 
yartment within the retail divi- 
ion of the Bureau of Advertising, 
\merican Newspaper Publishers 
\ssociation. He will make his 
eadquarters in New York. 

The department has been estab- 
ished to improve and increase 
hain store newspaper advertising, 
ecording to Alfred Stanford, bu- 
eau director. 

F. Wesley Geerer, staff member 
if the retail division since May, 
947, and former manager of the 
sales development department of 
the American Broadcasting Com- 
pany, has been appointed regional 
manager, chain store department, 
with headquarters in Chicago. 

Roy Bradt, regional representa- 
tive of the retail division in San 


ee fats a A oe 


ese are the 26 
day magazine 

cture sections of 

etropolitan Group 


ATLANTA Journal 
BALTIMORE Sun 
BOSTON Globe 

and/or Herald 
BUFFALO Courier-Express 
CHICAGO Tribune 
CINCINNATI Enquirer 


CLEVELAND Piain Dealer 
DES MOINES Register 
DETROIT News 

and/or Free Press 
INDIANAPOLIS Star 
LOS ANGELES Times 
MILWAUKEE Journal 
MINNEAPOLIS Tribune 
NEW YORK News 
PHILADELPHIA Inquirer 
PITTSBURGH Press 
PROVIDENCE Journa/ 
8ST. LOUIS Globe-Democrat 

and/or Post-Dispatch 
8ST. PAUL Pioneer Press 
SEATTLE Times 
SPRINGFIELD Republican 
SYRACUSE Post-Standard 
WASHINGTON Star 


Unlike other national media, 
Metropolitan Group is a na- 
fional network of twenty-six 
26) locally owned, locally 
tdited, Jocally powerful Sunday 
agazines ... printed in Gra- 
ure for 15,000,000 families. 


Their Jocal ownership, local 


iewpoint, local editing, local 
wer, add up to the greatest 
ocal patronage and popularity 
ccorded anything in print. 


Metropolitan 
5 inday Magazine 
Group 


fast 42nd Street, New York 17, N. Y. 


TRIBUNE TOWER 
CHICAGO 


NEW CENTER BUILDING 
DETROIT 


15S MONTGOMERY ST. 
SAN FRANCISCO 


448 SOUTH HILL STREET 
LOS ANGELES 


| Francisco, will add to his duties;paper and pulp products of the|vey shows, 


|those of western manager of the | Diamond Match Company, Chi- 
'division’s new chain store depart-|cago. William M. Howard has 


} ment. 
;™ /book match advertising. 


Toronto Agency Moves 
Muter & Culiner Ltd., Toronto 

|agency,* has moved to the New| 

Wellington building, 137 Welling- 


Buying Power Higher 

The monthly survey of real in- 
come by Investors Syndicate, Min- 
‘neapolis, shows that the buying 


ton St. W. power of the average family is 
“ '3% higher than a year ago. Bal- 
Diamond Match Names 2 ance between the wages, salaries, 


James B. Dickinson has been investment income and farm rev- 
named sales manager of the wood, enue continue to improve, the sur- 


/been appointed sales manager of'/from a new round of wage in- 


“giving the economy creases, the average consumer 

a healthy stability.” Barring a ma- | probably will continue to be better 

jor inflationary surge resulting | off in 1948 than in 1947, Investors 
| Syndicate reports. 


Y 
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CHURCH PROPERT 


ADMINISTRATION 
Published bi-monthly at Milwaukee, Wis. 


America’s Second 


News Magazine ! 


OVER 1,000,000 CIRCULATION OF HOMETOWN LEADERS 


Largest 


Also publishers of FARM JOURNAL—BIGGEST in the country 
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Heads Nordic Ad Group Robins Joins Jam Handy Van Auken & Ragland 


Folke Stenbeck, head of the 
Ervaco Advertising Agency, Stock- 
holm, has been elected chairman 
of the Advertising Federation of 
Sweden, Norway, Denmark and 
Finland. 


| Russell B. Robins, formerly re- 
gional merchandising manager of 
Ralston Purina Company, has 
been named an account executive 
of Jam Handy Organization, De- 
troit. 


s? 


(You wilt before long!) 


Appointed by Two 

Van Auken & Ragland, Chicago, 
has been named public relations 
counsel for the taird internaticnal 
lighting expositicn and conference, 
sponsored by iadustrial and com- 


Advertising Age, June 14, 1: 49 
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| You Ought to Know . a 


| Frank Forsber : 


mercial ligating equipment section | 


of the National Electrical Manu-| 
|facturers’ Asscciation. The expo-| 
| sition and conference will be held 


March 29-April 1, 1949, at the 
Stevens Hotel, Chicago. 

RLM Standard Institute has ap- 
| pointed the agency to handle its 
eoebpcammea and public relations. 


Hirshon-Gartield Named 


Hirshon-Garfield, Boston and 
New York, has been named to di- 
rect the advertising of Garay & 
Co., New York, manufacturer of 
women’s belts and bags. 


Bacon Names McDaniel 
Eugene C. McDaniel, formerly 

with the MacDonald Press, Tampa, 

Fla., has been appointed art di- 


‘of Milton E. Bacon & Associates. 


that means 


Big St. Lovis ——™ > a20_- 


} 
| 


| 


rector of the St. Augustine office | 
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Frank Forsberg is a big and{on the basis of a neglected ma - 
_affable man who looks a little like | ket. 

Forrestal without a pipe. He is| With these two transformatio: 

president and publisher of Liberty,| in mind, AA asked Forsberg wh: 

which he intends to make into an| he planned to do with Libert 

advertising prop- | Basically, Liberty will be slante | 
erty with a cir- for middle-income families. I's 
|} culation of 2,- |contents will range from ente - 
500,000 within a |tainment through service, but it s 
_ year. He plans to slated to get a healthy shot of ed. - 
| do it by a com- | torial vitamins in the shape of 


| bination of mer- J |home, food and living depart- 
|chandising and | | ments. 
editorial tech- It will shoot for men and women 
niques and |readers, but it will bear down 
shooting for the |heavily on _ participant sports, 
i\“middle_ mil- housing, radio and television and 
lions.” F. S. Forsberg service articles on juvenile de- 
The “middle linquency, child-rearing, health 
millions,” in Liberty’s language,|and better living within the 


| 


home. Its new home section is al- 
ready in the book, and there are 


are families with less than $4,000 
‘annual income. Liberty is cur- 
rently enjoying a 1,600,000 circu-| more changes coming. 
lation, and calculates its audience| Forsberg backed his research 
at 7,500,000. Its management) background with solid academics 
hopes to keep the price at 10\and experience. Before he came 
cents, and is encouraged by the | to Street & Smith he had spent 
magazine’s 400,000 gain in the|a year with Reuben H. Donnelley 
past eight months on the news-/ Corporation, in the business paper 
stands, during a period in which|and directory division. Before 
newsstand circulation was some-| that he had been a teacher of ad- 
what more difficult than it has/|vertising and marketing, and spent 
been since prewar days. five years instructing on the staff 
Forsberg was brought into Lib- | of Pace Institute and New York 
erty from his own consulting firm,| University. He went to college at 
Forsberg, Merritt & Harrity, which | NYU, and earlier at the University 
he had formed after leaving | of Utah. 
Street & Smith in 1947. | In six months, beginning in 
Frank Forsberg explains his de- | November and stepping up when 
parture from Street & Smith in| he came into Liberty last Decem- 
‘refreshing terms: “I was fired.” | ber, Forsberg cut $1,500,000 from 
| In a business which has seen some | Liberty’s publishing cost. Part of 
of the most sudden resignations it was achieved by consolidating 
/on record, the man who admits|the bi-weekly into a monthly, 


dismissal is noteworthy. 
Forsberg came back from the 


| Army as a colonel, in April, 1946, 
/and rejoined S&S as a vice-presi- 
dent and director. “They didn’t 
give me much of anything to-do,” 
| he recalls, “or else I was too am- 
| bitious.” 

| He had been in the Army for 
four years, originally working as 
a civilian with Egbert White (for- 
mer BBDO vice-president who is 
now publisher of United Nations 


i 
<q 


| part of it by better paper buying 
practice, part by printing econ- 
omies (in which major owner 
|John Cuneo was probably a fac- 
| tor). 

Liberty can probably tell the 
toughest hard-luck story of any 
|'of the major magazines. Sired by 
| the Chicago Tribune and New 
|York Daily News in 1924, it 
|reached its zenith under Bernarr 
Macfadden and blazed through the 
’20s and ’30s as a gaudy and en- 


ij 


we 


Whether you want to capture or to maintain your position 


in America’s 9th biggest market, 


it pays to keep two hands 


at the job. That market is the compact St. Louis retail trad- 


ing zone where over 475,000 


families live. tn this zone 


are concentrated more than four-fifths of the 176,000 
St. Louis Star-Times evening reading families. Here you 
have a combination of rich market and intensive coverage 
teaming up to give low-cost impact that really sells mer- 
chandise in St. Louis. For best results, it pays to use both 


hands in big St. Louis. 


World) in setting up Yank, and/|terprising magazine. Then Liberty 
/was later commissioned a major|came under the aegis of Paul 
and assigned to I&E— informa-| Hunter, who previously had super- 
tion and education. With head- | vised the Hunter Screen Unit. It 
quarters in New York, he shuttled | was kept out of the wartime soar- 
back and forth to the far-flung|ing of many another magazine by 
| Yank editions, helping to get them|a bad break: Liberty had a dis- 
into operation. |}astrous year in 1941, and when 
He had joined Street & Smith | WPB imposed order L-241 on 
|in 1937, as research director and | magazines, it reduced the amount 
| part of a three-man team to help|of paper, basing consumption on 
revitalize that company. He stayed | 1941. Since the war it has been 
on to become general manager, | successively a weekly, a bi-week!y 
and to participate in producing and a monthly. 
two notable successes in publish-| In order to get the flavor of the 
ing, Charm and Mademoiselle. “middle millions,” in order to be 
Mademoiselle had been a fiction|sure that the magazine actual) 
book. In collaboration with Mlle.’s | serves the purpose of the medium- 
editor, Mrs. Betsy Talbot Black-| income families for which it 
well, Forsberg concentrated on| tailored, research-grounded For:- 
/swinging the emphasis of the} berg intends that Liberty edit: 
|Magazine to price and where to| will spend at least 25% of th 
| buy, and college and high school | time in the homes of such fa: 
| fashion. |ilies. His advertising director, 
S&S set up college boards on/| William Thomas, says “we are: 
/400 university campuses, with each | going to edit the new Liberty fr: 
board having four girls, one from|an ivory tower in New York.” 
each class. This gave their fashion| Frank Forsberg, who m¢ 
selections an air of authenticity) magazine men think has pick: 


_ 


a 


which went well (in Forsberg’s 
|phrase) “with Seventh Avenue 
| manufacturers.” 

Mlle. also caught the terrific up- 


surge of the teen-ager, a fashion 


out a tough job, is sanguine abo: ' 
the future. He’says the reacti 
|of advertisers to Liberty’s ne 


| . . . . 
| home section is. enthusiastic. H' 


THE ST. LOUIS STAR-TIMES 


Represented Nationally By The George A. McDevitt Co. 


IN 1947 THE STAR-TIMES CARRIED 34.8% OF TOTAL DAILY DISPLAY ADVERTISING IN ST. LOUIS 


| discovery comparable to the a Page his editors will bear down 
‘lation of a new virus in science. | 0 price, won’t be lured away into 
|Although the book was slanted|the upper strata aura inhabited 
'for a slightly older age group, it|by other magazines. And he hopes 
had real acceptance in the bobby-|to have Liberty at 2,500,000 cir- 
sock and moccasin set. culation within a year. 

Charm, which was transformed| Forsberg is 42, and lives with 
from Picture Play, was slanted| his wife and one-year-old daugh- 


for the working giri, and paid off | ter in Riverside, Conn. 
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Advertising Age, 


BETTY CROGRER'S PRE CRUST IN A PACKAGE! Jo 


water (rtap. manga an faky ple crest ple crust tae | Werty 
(rather ® for every hind af pic. Crwatqetck ia Betty Crocker's 
oew ple crust mit, Geld Medal Bariched Fleur, salt, pure 
sheste ain, Diended according to pastry methud perfected by 
Rerty Crocker and her Gene@l Mille seafl, Try Crustquick | 


| Pratt & Lambert Ups 3 


Granville M. Breinig, manager 
of the paint division, has been ap- | 
pointed to the newly created posi- | 
tion of merchandising manager of 
Pratt & Lambert, Buffalo. J. Clar-| 
ence Roth, who has been sales) 
manager of the central division, | 
has been named resident manager | 
of the division and elected a di-| 
rector. David Mehrof has been’ 


} 
j 
| 


| promoted to manager of industrial | 


| sales. 


ANOTHER MIX—General Mills is using | 


this and other small ads this month in 

eastern and Pacific Coast markets intro- 

ducing its Crustquick, through Knox- 
Reeves Advertising. 


GM Crustquick 
Appears in East 
and on West Coast > 


MINNEAPOLIS—General Mills is 
introducing its new pie-crust pre- 
pared mix “Crustquick” in select- 
ed easterr? and Pacific Coast mar- 
kets during June, 


Appoints Cogan 


| 
i 
' 
| 
| 


John M. Cogan, formerly with | 
the building materials division of 
Armstrong Cork Company, has | 


|joined the midwest advertising | 
|staff of Architectural Record. He) 


| 
| 


| 


employing a) 


three-cent sale and heavy con-| 


sumer advertising at the local 


level in metropolitan newspapers. | 
Until August and early fall, no- 


other markets will be used to in- 


troduce this latest product of GM’s | 


grocery products division. 
Advertising is 


appearing in) 


major newspapers in the east cen-| 
tral, Louisville branch of south-| 
eastern district, and Sperry west) 
coast division, except Denver and | 


Ogden districts. One - thousand 


line, 


four-color and black-and-_ 


white insertions as well as smaller 


copy units are being used. 

The product is in a nine-ounce 
Betty Crocker package which also 
contains a premium offer employ- 
ing a silverware coupon on one 
side of the newly-designed pack- 
age (AA, May 31). 

Four - color advertisements in- 


clude a Betty Crocker recipe for 


cherry pie, and the package fur- 


nishes directions for making either | 


a one or two-crust pie in 35 to 50 
minutes. 

Knox-Reeves Advertising, Min- 
neapolis, is the agency for Crust- 
quick. 


Wheatena to Brisacher 


Wheatena Corporation, Rahway, 
N. J., has appointed Brisacher, 
Van Norden & Staff, New York, to 
handle its advertising. The ac- 
count was previously handled by 
Compton Advertising, New York. 


To Battistone & Bruce 


Arlington Briar Pipe Corpora- 
tion, Brooklyn, pipe manufacturer, 


has appointed Battistone & Bruce, 


New York, to handle its adver- 
tising. 


WAIT 


“AND INVESTIGATE 


* 


New Booklet 
gives important 
facts you should 
have before you 
make up your 
Radio Schedule 
for 
1948-49 
* 
Write Box 7094, Advertising 


Age, 330 W. 42nd St., 
New York 18, N.Y. 


will make his’ headquarters in) 
Chicago. 


THEY CAN'T MISS IT 


The many millions of pleasure-seeking 


visitors to the Worlds Playground 
CAN'T MISS this outstanding 
Atlantic City Boardwalk location. 


You CAN'T MISS Either with your 
advertising message displayed on 
this bulletin. 


WRITE FOR DETAILS 


The R.C. Maxwell Co, Atlantic CN NJ, 


a 
ee : 


a 


LIQUOR SALES IN PENN- 
SYLVANIA—Study of a 
$189,000,000 annual liquor 
market. Shows types of 
liquor, brands, volume by 
counties, price distribution 
and other authoritativedata. 
Also available: Analysis of 
Pennsylvania Wine Sales. 


GROCERY PRODUCTS (2nd REPORT) Compiled 
from weekly diaries of 400 families partici- 
pating in The Pittsburgh Continuing Con- 
sumer Purchase Panel, | peengeenn by the 

the University of 


famous Retail Bureau o 
Pittsburgh. 


18 GROCERY AND MISCELLANEOUS COM- 
MODITIES—Special home inventory study 
conducted in May, 1948, through the Pitts- 
burgh Continuing Consumer Panel. 


1947 NEW PASSENGER 


in Pittsburgh wards. 


and Pittsburgh wards. 


CLOTHING AND HOUSE FURNISHINGS— Data 
on department store type merchandise com- 
piled from weekly diaries of Pittsburgh Con- 
tinuing Consumer Purchase Panel families. 


What are you selling? 


Here’s latest 


Market 
latormation 


from Pittsburgh 


A $168,000,000 
ANNUAL 


{Lo ae once tion ate pence ee 


ee ee ee LIQUOR MARKET 


Te erred 


AND 
COMMERCIAL CAR SALES—Shows 
car sales by make and manu- 
facture in Pennsylvania coun- 
ties, in cities, boroughs and 
townships of Allegheny County, 
Map of 
Allegheny County R_.F.D. areas 


es 


4 1 u masits 
(ne ~ B Mcyheny 


ae. Cranly 
7G. 


The “Pitts bursh Press 


Represented by the General Advertising De- 
partment, Scripps-Howard Newspapers, 230 
Park Avenue, New York City. 
Chicago, Cincinnati, Detroit, 


Philadelphia, San Francisco. 


PITTSBURGH FACTS—Lists statistical 
mary of Pittsburgh Market; manufacturing 
plants in Allegheny County; department, 
apparel, furniture, jewelry, drug chain and 
grocery chain stores; wholesalers; clubs; 
hotels; hospitals; colleges; restaurants; holi- 
days; auditoria; shopping areas. 


1947 ADVERTISING IN PITTSBURGH NEWS- 
PAPERS—Shows comparative linage in major 
classifications carried by the three Pittsburgh 
newspapers. 


NEWSPAPER READING—Special study of 
newspaper reading habits reported by 
families participating in the Pittsburgh Con- 
tinuing Consumer Panel. 


sum- 


SPECIAL STUDIES—Spot surveys made 
in conjunction with the Pittsburgh Con- 
tinuing Consumer Purchase Panel .. . 
covering Loans and Banking; Charge 
Accounts and Cycle Billing; Bread; 
Furniture; Junior Miss Dresses; Gro- 
cery Buying Habits; Fresh Milk; 
Vacations. 


If you would like to see any of the reports listed here 
. or if you have any question about market in- 
formation in the Pittsburgh area call, write or wire 
your.Press Representative. All Scripps-Howard Rep- 
resentatives are Pittsburgh Press Representatives. 


The Pittsburgh Press 


No. 1 for MARKET FACTS, too! 


Offices in 
Fort Worth, 
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POINT- OF - PURCHASE ADHESIVES 


Home of Century, 
Unusual Medium, — 
Begins 12th Year 


Exhibits Products 
of 130 Companies 
to 500,000 Visitors 


ATLANTIC CrTty—An_ unusual 
and successful advertising me- 
dium, located a half mile at sea, 
will begin its 12th successive sum- 
mer season June 15. 

It is the Victory Home of the 
Century on this city’s Steel Pier. 
It can boast a longer life than any 
project of its kind and it has 
proved so excellent an advertising 
medium for building materials, 
home appliances and furnishings 
that an average of 130 exhibitors 
use it annually to display their 
products. 

Cost to manufacturers for dis- 
playing products ranges from $100 
for a 12-inch shelf to $250. 

William F. B. Koelle, Philadel- 
phia architect who erected the 
home 12 years ago, estimates that 
approximately 500,000 view the 
home during the season from June 
15 to Sept. 15. From this number, 
5,000 leads are sent to manufac- 
turers for follow-up. These in- 
clude only names of those want- 
ing to buy specific items. Hostesses 
on duty take the names and ad- 
dresses of all persons interested in 
specific products. A list of these 
prospects is sent semi-monthly to 
exhibitors. This is supplemented 
by a brochure with photographs 
of exhibits and descriptions of 
every item on display, pointing up | 
the superior qualities of the prod- | 
uct. 


| tear caused by passage through its 
‘rooms of more than 500, 000 per- 
sons during each summer.’ 

Inspection by engineers re- 
vealed that not a crack has de- 
veloped in the interior or ex- 
terior, the brochure says, and 
adds, “Even the violent hurricane 
of 1939 and the terrific hurricane 
of September, 1945, left the house 
intact with not a shingle or piece 
of siding loose from roof or wall; 
not a leakage of any kind through 
windows or doors; not a single 
piece of Sanitas off any wall. 
Surely this was a supreme test for 
the materials of our national 
manufacturers from which the 
Victory Home of the Century is 
constructed.” 

The American Gas Association 
and Gas Appliance Manufacturing 
Association, sponsors of the home, 
send out thousands of the book- 
lets. 


Radio Is Used 


During the summer, the home is 
kept constantly before the public 


'extreme winter cold, the wear and} 


SEA-SONAL MEDIUM—The Victory Home of the Century, a half mile at sea 

on Atlantic City's Steel Pier, will open June 15 for its I2th summer as a dis- 

tinctive advertising display of building materials, home appliances and furnish- 
ings. About 500,000 visitors see exhibits of 130 manufacturers annually. 


from 11 a.m. to 11 p.m., seven 
days a week. They, supplemented 
by exhibitor personnel, accom- 


through radio broadcasts, special 
events and news releases to the 
press. Six hostesses are on duty 


| pany visitors on tour and explai 
'the house, the products and me: 
|chandise in use. Copies of plan 
|for the home are sold for 50 cen: 
each. Last year 2,000 were so! 
'and names of the purchasers, a 
| potential prospects, were sent t. 
all exhibitors. 

Mr. Koelle accepts only teste: 
quality products for display, anc 
each is fitted into the general pic- 
ture to give a living demonstration 
of how it will add beauty, dig- 
nity and comfort*to the home. 
Each exhibitor’s display is ex- 
clusive in its line. 


National in Scope 


Because of its location in this 
“playground of the nation,” the 
advertising potential of exhibits 
is national in scope. Although the 
estimated 2,000,000 persons who 
visit Steel Pier during the sum- 
mer and see at least the outside 
of the house come from all over 
the country, the majority of the 
visitors to the exhibit are from 
the East—Massachusetts, Connec- 


Last year 250,000 of the book- 
lets were given away to visitors. | 
An introduction to the descriptive | 
material carried the following ex- 
cellent promotion for materials | 
used in construction: 


Defies the Elements 


“[In its 12 years] the home has | 
met and _ successfully withstood 
the tests of a century. Its unique | 
position, a half mile at sea, has | 
subjected it to tests unequalled by | 
any other home—the battering of | 
the Atlantic Ocean, the pounding 
of waves, the heat of the sun, the | 


PRESSURE-SENSITIVE 


Dealers go all out for posters that are 
Kleen-Stik gummed. They like the fast, 
clean and effective way Kleen-Stik 
works. They know that Kleen-Stik post- 
ers will come down clean without a 
razor blade. No glue or tacks or messy 
stickers to ruin fixtures . . . no drooping, 
no sagging. Kleen-Stik holds fast to any 
smooth, hard surface until purposely 


removed 

Get it up and Keep i up ! 

dy eT 

—= each corner or a thin strip down 
each side is all va Bae " Wes. every 


5 'e 


Available through any 
printer or lithographer 


KLEEN-STIK PRODUCTS, Inc- 


2611 S. Indiana Ave Chicago 16 


* 
What a market editorial 
be age. gives 
pples, baby fo 
D -liver oil, 
everything it takes to 
keep millions of young- 


sters happ py and at the 


peak of 


children are among the 
best cared for in the 


country. 


ou for 
, milk, 


cookies — 


ealth. BH&G 
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ticut, Rhode Island, New York, 
Yew Jersey, Pennsylvania, Dela- 
ware, Maryland and District of 
‘olumbia. Mr. Keelle estimates 
hat the latter states comprise 28% 
f the nation’s prosperous con- 
umer market, 24% of all auto- 
nobiles registered, 28% of the 
yopulation and 32% of the wealth 
if the United States. 


Tie-ins Arranged 


Nothing, except house plans, is 
old, but tie-ins between exhibitors 
re arranged if exhibitors desire. 
\ds are taken for “The Victory 
{ome of the Century” magazine, 

full page display ad costing 
250; half page, $150, and quarter 
yage, $75. The home receives fur- 
her promotion through articles in 
nerchandising literature sent out 
ty exhibiting manufacturers and 
ads in trade magazines or con- 
sumer media. 

The period in which the house 
will be open this year has been 
extended to Oct. 8 to cover 
the 30th annual convention of the 


SHOWS MODEL INTERIOR—The products of the Victory Home are grouped 

to demonstrate how each can add beauty, dignity and comfort. Sponsored by 

American Gas Association and Gas Appliance Manufacturing Association, it 
was built by architect William F. B. Koeile. 


American Gas Association, Oct. 4 Among the exhibitors already 
to 8. A reception and cocktail} signed up for this summer are the 
party will be given for members;Rheem Mfg. Company, Ironrite 
of the association. peony Lullabye Furniture, Red 


(Lion Table Company, Red Lion 
Furniture Company, Reznor Mfg. 
|\Company, Fine Arts Sterling, 
Alexander Smith Rug Company, 
Aerolux Light Corporation, 
Quaker Maid Mills, Whitcomb & 
McGeachin, Strait & Richards, 
Surface Combustion 
Zim Mfg. Company, Perfect Foods, 
|Tilo Roofing Company, George 
| Wood Sons & Co., Scott Paper 
‘Company, New Era Steel Tile, 
|Pleasant Valley Wine Company, 
'Stork Diaper Service, Proctor 
Electric Company, Cribben & Sex- 
ton, Rosal Laboratories, Servel, 
| Franklin Distributors, New Jersey 
| Bell Telephone Company, Quarrie 
| Corporation, Imperial Glass Cor- 
poration, Abbotts Dairies, Gaudio 
Brothers, Bendix Radio & Televi- 
sion, Charles P. Boyd & Co., Wel- 
lington Sears Company, E. N. 
Mimms Company, Adam Scheidt 
Brewing Company, Columbia 
Mills, Rowe-Jordan Furniture 
Company, Koolvent Metal Awning 
Corporation, Standard Coated 
Products (Sanitas), Hoover Com- 
pany and Shepler Mfg. Company. 


— 


is the Trick 


the Best 


Company, | 


Schlitz, Pabst 
Lead Production ™ 


New Yorx—Schlitz and Pabst 
rolled out the most barrels last 
| year. 

A survey by Research Company 
‘of America shows each sold 
slightly more than 4,000,000 bar- 
'rels, more than any other brewer. 
And Pabst’s 1948 total will cer- 
tainly be higher, for last month it 
acquired Los Angeles Brewing 
Company, whose 1947 output was ; 
about 700,000 barrels. " 

Production of other top brew- so 
eries: P. Ballantine & Sons and 
Anheuser-Busch, each more than 
3,500,000 barrels; F. & M. Schaefer 
Brewing Company and Liebman 
Breweries, each more than 2,000,- 
000; Jacob Ruppert, Falstaff and 
Blatz, each between 1,500,000 and 
2,000,000; and Duquesne Brewing 
Company, something under 1,- 
500,000 barrels. 


King Opens Agency 
W. R. King, formerly advertis- 
ing manager of Direct Service Oil 


| Toronto. 


Company, Minneapolis, has opened 
his own advertising agency under 
the name of Relkay Agency, with 
offices at 3123 28th Ave. South, 
Minneapolis. 


Shrimpton Joins Walsh 
Harold Shrimpton, formerly a 
copy and account executive of 
Goldberg Advertising and Catts 
Patterson, Melbourne, Australia,” 
has joined the copy department 
of Walsh Advertising Company, 


When your lawn 
takes on the 
look of a 

young wheat field 

- +. when / 

you've /, 

GOT to MOw it... & 


ae eee 


8 
va 


UIET, please, while the big deci- 

sion’s being made. It’s got to be 
a big piece —and it’s got to be a 
choice one, too. 


Good luck, Jimmy. If you were grown 
up and buying space, picking the best 
would be easier — because a fellow 
can look inside. 


Inside Better Homes & Gardens, for 
example, advertisers find 100% service 
articles on better living in a_ better 


home. 


Naturally, 100% service appeals only 


to the people whose big interest is 
home and family. 


Over 3,000,000 of them reading BH&G 
for ideas and know-how make a whale 
of a market. 


And it’s a very rich whale of a market 
because BH&G families have incomes 
that are among the highest for all 
big magazines. 


Better find out how our editorial 
screening delivers this blue-chip 
market to you — when the BH&G 
representative calls next time. 


But all your 
OFFICE OVERLOADS.. 


| 


... those, sir, you load on 
OUR shoulders 


OVERLOADS! they've ugly, demand- 
ing ways. They stop down a compact, 
efficient accounting or typing depart- 
ment... like an overgrown lawn stops 
all kinds of fun at home. 

They upset office routine, shoulder it 
to one side, smother it... until your de- 
partment completes the OVERLOAD. 

Then, you go back and pick up 
routine where the emergency stopped 
it...and that’s more turmoil to get 
caught up. . and costly. 

Next time ANY office overload comes 
to your cffice, just smile and Call 
WORKMAN, and pile the overload on 
our shoulders. You go on with routine. 
We’ il give you back Jast your emergency 
calculations, or tabuiations, or typing 
... and at money savings, when you 


“Aon uman 


The nation's foremost office overload service 
WORKMAN SERVICE, INC. 
CHICAGO 7, Ill., 58 E. Washington St. 
Other office locations: 


New York City © Los Angeles 
Minneapolis * Seattle 
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Stanley Resor 


Advertising ‘Just Begun’ 


(Continued from Page 1) 


waking up at 2 a.m. on his birth-| 
day, April 30, to jot down an idea} 
on a scrap of paper. A few hours | 
afterwards he’ll be stalking into) 
the office to ask a lot of people | 
if it’s feasible, and then put it 
into action. 

He says, “If you press forward | 
growth will come.” But the press- | 
ing forward is what counts. 

Always the man is questioning, | 
always seeking. 


Shy, Self-Conscious 


To interview Stanley Resor is| 
a bit like teaching Joe Louis how 
to box. After a two-hour lunch 
with him and vice-president Don 
Francisco I left with the feeling 
that he’d learned more about me 
than I had about him. 

He seemed mildly disappointed 
when I could not tell him whom 
the Republicans would nominate. 
And I felt unusually barren in ad- 
mitting I hadn’t read all five vol- 
umes of Arnold Toynbee’s his- 
tory. 

In fact, Resor rarely is inter- 
viewed. Probably he’d rather do 
things than talk about them. Also, 
in a sense, he is shy and self- 
conscious under probing. Then) 
there are so many things about 
JWT that he regards as JWT’s 
own business. And related to this 
is his “professional” attitude to- 
ward the work. (Would a sur- 
geon boast of his income? Or dis- 
cuss with a reporter the inner 
workings of individual patients?) 

But beyond all this is the fact | 
that he regards JWT as a con-| 
tinuing, dynamic, day-after-day | 
evolution, still far short of what! 
he seeks for it. How could he stop 
at any particular moment and say, 
This is a milestone—now we can 
summarize? 


So Little Is Defined 


There is indeed so much about 
J. Walter Thompson Company that 
has not yet even been defined. He 
doesn’t like the term advertising 
agency, but he still hasn’t found 
a better one. For years Thomp- 
sonians have been working on a 
book, “What We Have Proved in 
Advertising.” Only one 
would be printed, but no one may | 


| Lansdowne, 


at 69 Finds 


it to rank among the first four 
agencies. N. W. Ayer & Son was 
first, with about $12,000,000. 
When Thompson retired and 
Resor became president, in 1916, 
the company’s volume was $2,- 
900,000. Thompson, then _ 69, 
thought the business had gone 
about as far as it could go. 
Thirty-seven-year-old Stanley 
Resor disagreed. So did his for- 
mer Cincinnati associate, Helen 
who later became 
Mrs. Resor. So did Henry Stan- 
ton, formerly with Procter & 
Gamble; James Webb Young, a 


|;youthful copywriter, and Gilbert 


Kinney, who returned to the JWT 
fold shortly after the start of 
Resor’s regime. 


963 Employes Abroad 


Kinney and Stanton are senior 
vice-presidents today, outranking 
all the rest of JWT’s flock of 47 
v.p.s; Young and Walter O’Meara 
are consultants, alternating a half- 
year at a time on the job. 

The company had been in ex- 
istence 52 years when the new 
group took over. In the next 31 
years its business expanded about 
3,500%. 

JWT today has 23 offices—eight 
in the United States and 15 in 
other countries, from Bombay to 
Buenos Aires, from Melbourne to 
Mexico City. Exactly 963 of the 
company’s 2,344 employes are 
abroad: 237 in London, 92 in the 
Argentine, 194 in India, 131 in 
Canada, 162 in Australia. 

The estimated $81,000,000 in 
domestic billing was _ divided 


xno Cty, Montes 
Cheage, Detrat .. rhe 


BUSINESS AS USUAL—JWT points out in a current business paper ad that, 
despite unsettled world conditions, business—including its own business—"is 
good in many countries.” 


Advertising Age, June 14, 1! 42 
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/in 1939, JWT’s-C P : 
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with Kinney or Stanton or You 
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is any index. business is good ia mdny commis. (| SOn, Vice-president for media a Mi 
I Oe ee Oe eee research, and John H. Forshe the 
ihe ts our 1S international offices aestetee ter | Who has just joined JWT, fr: usu 
ig teantage ever before? i AE Industrial Surveys Company, f 
ee pes, direct the Consumer Panel.) you 
CHANGES IM COVERNMENTS Mths, i COMM pot 
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sly lian ed lane Sp SSE The panel lost money for yea: ;§ Sta 
ection oe -_ It is now doing nicely, with them ne’ 
eta 908 “e |support of 21 subscribers amo:gg the 
oonnenS w» |¢elient products. you 

x JWT got in early and invest«cff lea: 

rather heavily in such depart-§ as. 

. fi ments as motion pictures and tele-§ 45 

» |vision. After 10 years, it is sti it.” 

eee een en us teteance we. \in the red in television—eve, E 


though its video billings this year 4°, 
will approximate $1,500,000. 
JWT’s estimated $22,000,00) 
foreign volume is more than twice 
as large as that of any other F 


To International offices surategt ally lecated in mapa 
markets. morc than 1000 teamed peophe are roads om 
the spot to get FACTS oa seifth changiag conditivms 


eniinagriain. gh ny apie American agency. In Argentina scr 
Comadian tian 137 is Austria 98 India 258 Australia, Belgium, Brazil, Can-§ '*t- 

= “on pins 4 mom uh ada, Chile, England, India, Mexicof ‘@> 

: and the Union of South Africa its ™° 
offices usually are among the lead-§} £¥S: 

LA Se RS ing “domestic agencies.” wit 

and aervung panne that yu wat heme, pet This whole operation started tors 
a Rt i fo ne with a $100,000 nucleus” (Libby oft 

the Wall Sareet office aa the Latin Amernan Dun ia New York, British advertising) in London in img 


1919. Here again, Stanley Resor§ 'S 


was willing to go into the red tog U" 
build for tomorrow. “All of theg Sho 
foreign offices except London,” heff Pi¢' 


explained, “were profitable during E 


also the Hollywood, Los Angeles, 
San Francisco and Seattle opera- | 
tions. 

Thompsonians use the expres-| 
sion backstop a lot. The super- | 
backstopper is Stanley Resor. Al- 
though it’s hard to tell a big v.p. 
from a medium v.p., and no for- 


among 135 accounts. Although 
JWT has had 10 accounts more 
than 25 years, including two— 
Swift and Pond’s Extract—more 
than 50 years, 50% of its current 
domestic billing is 


| less than a decade. Twenty-seven 
per cent of it is in accounts of 25 
and more years, and 23% accounts 
of 10 to 24 years. 

The over-25 group includes Shell 
Oil, Scott Paper, Atlantis Sales 
(food products), Buxton, Inc., 
Kraft Foods, Penick & Ford, Lever 

|Brothers and Libby, McNeill & 


The largest additions of the last 


ever see it. The book, like JWT | decade were Ford and RCA. 


itself, probably will never be fin- | 
ished. 

When young Stanley Resor left 
Procter & Collier on Oct. 8, 1908, | 
to join J. Walter Thompson’s com- 
pany in Cincinnati, JWT was bill- | 
ing about $2,000,000 a year. But 
even that, Resor recalls, enabled | 


Byword Is ‘Backstop’ 


Under Resor the company has 
no executive vice-president or 
general manager. 
elder statesman and Stanton, from 
Chicago, heads all Thompson op- 
erations in the West, including 


BACKSTOPPERS—Among JWT's 47 vice-presidents, these “backstop” on major 


accounts as well as oversee different com 


pany operations (left to right, above): 


Gilbert Kinney and Henry Stanton, senior v.p.s; Don Francisco and Henry C. 


Flower Jr. Lower row: Henry Stevens, 
James W. Young, not a vice-president 


O'Neill Ryan, Samuel W. Meek, and 
but senior consultant. The other con- 


sultant, Walter O'Meara, is not shown. 


| Shell 


the top seven, including Kinney as a social force. 


mal hierarchy has been created, | 


‘and Stanton, probably are Don/| 


in accounts | 


|'which h i 
|'which have been in the fold for. Paper ané Penick & Ford ac- 


Francisco, Henry C. Flower Jr., | 
Henry Stevens, O’Neill Ryan and} 
| Samuel W. Meek. 


Kinney backstops. the Scott | 


counts, and also backstops Luther | 
‘Orange Lemon, the treasurer.) 
|Stanton, covering his western | 
beat, has a wide and varied back- | 
stopping job. So has Sam Meek, 
who heads the international divi- 
| sion. 

Francisco backstops Eastman 
Kodak, Owens-Illinois and Libbey | 
|Glass, Buxton, The American 
| Weekly, Oneida, Ltd., and Stand-| 
‘ard Brands. Flower  backstops | 
|Ford, Institute of Life Insurance, | 


| Textron, Johns-Manville, Anthra- | 
|cite Institute, United States Lines, 


Kinney is the) 


and Irving Trust. Stevens back- | 
stops Western Union, Ballantine, | 
Oil, and U. S. Brewers | 


'Foundation. Ryan backstops Ford | 


Dealers, RCA and NBC. 


Each an Overseer, Too 


In addition to supervising and. 
coordinating the 15 foreign offices, 


| Meek backstops several accounts, | 


including Pan American. World| 
Airways, J. B. Williams, Planters’ | 
Nut & Chocolate, and Reader’s Di- | 
gest (International). 

Each of the seven is a specific 
overseer as well as a backstopper. | 


| Francisco oversees JWT’s own ad- | 


employe _ publication, 


vertising and publicity, the weekly | 
“JI.W.T. | 
News,” and the motion picture de- 
partment. Flower oversees the) 
public relations-publicity depart- 
ment and the Wall Street office, 
and Ryan supervises new business 
activities—which are also, in part, | 
the concern of others. 

Henry Stevens is JWT’s repre- 
sentative in the American Asso- | 
ciation of Advertising Agencies 
(currently its secretary-treasurer ) 
and in such organizations as the 
National Outdoor Advertising Bu- 
reau. He also backstops on JWT’s 
consumer panel. 

Before sitting down with Stan- 


'ley Resor I talked with several of | published each decade since, fol-| versity of advertising.” Stanley 


| “plumbing” of the business. 


|\the JWT study, “Population and | 


the men who work with him. I/}the war, and all are profitable the 
asked Jim Young: “What makes| now. Despite the present world beg 
Mr. Resor tick?” He replied: unrest, this whole operation con-§ 48k 

“1. Stanley’s drive, reflected | tinues to grow.” Pag 
through the entire organization. | 

“2. His profound belief in the Expanding Overseas as t 
power, and the dignity, of adver-| Mr. Resor pointed out that bei 
tising—what advertising can do/|“these offices employ the same tral 
for business and the economy, and| methods we follow in the Unitedg 2#"° 

| States, but they work to develo; B 

“Stanley emphasizes that we|local acceptance. In effect they V5 
must not merely do what an ad- are ‘local agencies.’ For example, mit 
vertiser wants to do; we must/the people in our Indian offices—§ *° 
find the right way to do it, and|in Bombay, Calcutta and Delhi—§ ‘@" 
then sell the advertiser on that.|are predominantly natives. = 
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OPPORTUNITY—Stanley Burnet Resor, president of J. Walter Thompson Com —— 

pany for the past 32 years, believes that advertising's opportunities have hardy | NEW 

been tapped. Here he is shown with Arno H. Johnson (left), vice-presider' ps 
in charge of media and research, and John H. Forshew (right), director ©‘ 

JWT's Consumer Panel. . 

Thompson does not go in for com- “We intend to expand furt er : 
petitive bidding. It does not try|abroad. For this in each cour ry 

to get accounts on speculation or|there must be consumers, Pp |!- : 
simply on bright ideas. |chasing power and_  educat »! 

“3. Doing the job with integ-|India has 400,000,000 consum °s, 
rity. Stanley Resor regards J.| but relatively little purchas "8 
Walter Thompson as the trustee | power and education. Even *°, 
of its clients’ money; we should| India’s population is so great t 4! 
be just as careful with their|even a small part of it make 4 
money as with our own.” | market.” 

The physical structure of JWT Mr. Resor has never visited '' Vv 


Resor thinks of merely as the | of Thompson’s offices, but 
“It’s | hopes to do so soon. ~ HE 


what you put through the pipes| In the last five years he think sj ore 


that counts,” Mr. Young added. |he has “learned more than eve! ‘7 

Resor likes to consider the en-| before.” He is also pioneering. A 
tire Thompson crowd as a group|harder than ever. “There is ree'@ .. ¢ 
of pioneers. He has done a lot of | satisfaction,” he said, “in doin7§: < 
pioneering himself. In 1912 he| something that has not been dor 7 
brought out the first edition of | before.” 1H 


J. Walter Thompson Compa! 
Its Distribution,” which has been/is a laboratory as well as “a un - 
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Resor likes to compare its atti-| 


tude and its methods with those 
of good doctors and lawyers. When 
an advertiser puts his destiny in 
JWT’s lap, all of its facilities are 
harnessed to his problems. He 
gets a going-over as thorough as 
in the Mayo Clinic in Rochester, 
Minn. The only difference is that 
the Mayo diagnosis and treatment 
usually last only a few weeks. 

After the war as many as 300 
young men and women a week 
poured into Thompson offices 
seeking to get into advertising. 
Stanley Resor (whose door is 
never closed) saw his share of 
them. He told them that “unless | 
you’re willing to go through at 
least as long and careful training 
as you would for law—and almost 
as much as for medicine—forget 
it.” 

He urged them: “Whatever you 
do, do adequately—do the whole 
job.” 


Has Headline Fetish 


Resor himself might be de- 
scribed as a laborious perfection- 
ist. He may sit at the speakers’ 
table revising his speech up to the 


The Thompson integrity is re- 
| vealed in various ways. The com- 
pany will not, for example, take 
hard liquor accounts. Although 
it has several multi-million-dollar 
accounts, such as Ford, RCA, Shell 
|and Swift, the average yearly bill- 
‘ing of its domestic accounts is 
|only about $600,000. For a quar- 
ter of a century it has given some 
(of its best thinking to such rela- 
tively small accounts as Buxton 
billfolds. A recent addition was 


probably will bill only $150,000 
this year but still is handled on 
the usual commission basis. When 
Kraft entered the fold in the early 
’20s, one of JWT’s first recom- 
mendations was to cut its pro- 
posed expenditure in half! 

Thompson’s business-getting is 
definitely dignified and low pres- 
sure. It’s no secret that the com- 
pany would like to have a big 
cigaret account. Old Gold was in 
for three years, and then returned 
to Lennen & Mitchell. 


part of Oneida silverware, which | 


When Lucky Strike first rode} 


|\rampant under the late George 
| Washington Hill, 20 years ago, 
|\Stanley Resor was invited to 
Winston-Salem to pitch for the 
| $12,000,000 Camel account. An 
| associate who accompanied him on 
the trip recalled that “If Stanley 


had made some hen tracks on a_ 
|piece of paper and had said, ‘This | 


Cone & Belding resigned the $12,- 
000,000 American Tobacco 
count, AA learned that the $10,- 
000,000 Lucky Strike part of it 
might have gone to JWT... if 


Stanley Resor had merely piled. 
into a cab in front of the Graybar | 
building and proceeded to pay aja chance to familiarize himself 


social call on Vincent Riggio at 


ac- | 


“Advertising,” he said, “gets 
more complex all the time. I 
once performed personally the 
different functions of our com- 
pany. But I can’t perform them 
now. .. A doctor would not pre- 
scribe for a person before he had 
Surely, 


with his problems. we 


jis our copy proposal,’ he could/111 Fifth Ave. But he did not | should not prescribe for a busi- 


have had the account.” 
Stands Firm on Policy 


But Resor made no hen tracks. 
|'He said merely: “You know we’re 
a good agency. If you give us the 
account, you know we'll do a good 
|\job. We never prepare copy on 
speculation.” 

JWT was not the largest agency 
then. Probably its billings did not 
iexceed $25,000,000. Camel might 
}have boosted them 50%. But Stan- 
ley Resor stood pat. 

“To attempt to set up a new 
association on the basis of a single 
presentation,” he told AA, “is an 
evil practice.” 

Two months ago when Foote, 


| budge in that direction. 


;mness or an 


industry before we 


| 


| 


» 


$120 per unit. $3.43 per 


thousand. The lowest rates 
ever offered in the sporting 
goods industry. See Page 55. 


moment of its delivery. He will 
fuss with advertising copy and 
with captions, which copy direc- 
tors had thought “O.K. as is,” and | 
oftener than not emerge with an 
improvement. One of his fetishes 
is that the headline should be| 
under the illustration. Also there 
should be a caption under each 
picture. 

He emphasizes especially that 
the work of advertising has hardly 
begun. To a young man who. 
asked him recently whether he 
thought advertising had reached | 
its peak, he replied that “as long 
as the world is made up of human 
beings it will be necessary to 
transfer ideas from one mind to) 
another.” 

But although the opportunity is. 
vast, the job is never easy. He ad-'| 
mits that he has been “kicked | 
around” a lot in his advertising | 
career, and he tells youngsters to| 
be able to take their share of it. | 
To some promising applicants the | 
most he could offer was an errand | 
boy’s job. 


Need Integrity First 


He believes that the first quali- | 
fications of a good advertising man 
are: “Character and _ integrity, | 
and interest and belief in adver- 
tising—and insatiable curiosity.” 

After that, “we can take you 
through the shop. We can show 
you the blueprint of the job. But 
you'll have to fit your qualifica- 
tions to it. 

“The other day I asked a young 
applicant whether he’d be happy | 
dealing with human beings. Ad-. 
vertising, like salesmanship, is. 
based on that. But I told him that, 
unlike the salesman who sells a 
fixed and finished product, you'll 
have a part in building the prod- 
uct.” 


NEW JERSEY’S FOURTH LARGEST MARKET 


$68 pftnone 


BAYONNE 
TIMES 


More than 5.4 to ONE | 


HE BAYONNE TIMES delivers over 5.4 times 
ore family coverage in Bayonne than all 


ALL OTHER 
PAPERS COMBINED 


ther competitive newspapers combined. 
67,205,000.00 in Retail Sales for 1946 makes | 
syonne a good market. 9372 Home Delivery 
akes THE BAYONNE TIMES a good paper 
* Foods, Drugs and other Retail Sales . . . 
‘end for a copy of THE BAYONNE TIMES 
‘arket Data Book. 


}HE BAYONNE TIMES 


MATIONALLY REPRESENTED BY 


BOGNER & MARTIN 
MP WADISON AVE, WEW YORK © 228 LA SALLE ST. CHICAGO 


Safeway 


Colonial 
American 


National 


Family Circle’s circulation is growing... there are more store, outlets ... more sales 
areas ... more housewife readers. Four of the country’s biggest grocery chains will be 


added to the four now selling Family Circle: 


May ....... . + Albers Super Markets 
Jewel Food Stores 


August... .. . « . Red Owl Stores, Inc. 
H. C. Bohack Co., Inc. 


‘ , , , , . : Sint a 
Family Circle is sold exclusively in chain grocery stores, which are the “drawing cards 
of every shopping community. Their customers are the practical shoppers who make 


their selections for home and family in person. They are the millions whose buying makes 


big volume sales. 


The experience of chain store managers proves the influence of Family Circle in their 
neighborhoods. They know because they sell the magazine . . . and they are aware each 


month of its increasing sales. They know because they sell the products advertised in 


Family Cirele — and count their increasing sales from month to month. 


Make Family Circle your salesman in the 1,600,000 homes of these 7200 pre-tested 


volume buying neighborhoods. 
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know its problems.” 

Advertising he regards as “an 
educational force, which should 
employ educational methods.” 

To many outsiders, indeed, 
Thompsonians have the “old 
school” look about them. And 
some, somewhat flippantly, won- 
der if the old school was not Vas- 
sar or Bryn Mawr. Helen Resor, 
now inactive, is said to have been 
responsible for the decer and even 
for the mood of the place. 


‘Severely Informal’ 


The headquarters houses a large 
number of women, all efficient, 
all trim, and most of them attrac- 
tive in a rather haughty way. In 
this atmosphere the men also 
move quickly but quietly in a sort 
of consecrated haze. 

The atmosphere in fact might 
be called severely informal. Vice- 
presidents are scattered about on 
both the llth and 10th floors, so 
that all Thompsonians may have 
the benefit of their presence and 
their guidance. (Resor calls this 
“cross-pollenization.”) All offices 
are open behind iron grille gate- 
ways. The reception room is 
lined with hundreds of books, 
placed there partly for the color 
of their bindings. 
to the clubby look of the place. 

Stanley Resor rarely commands. 
But unable to realize that others 
may not have his own vigor and 
range of interests he makes end- 
less suggestions, with only a part 
of which it is humanly possible 
to comply. Recently he has been 
waging a one-man crusade to get 
all his associates into the Execu- 
tives Book Club. 

Somehow he manages to keep 
abreast, not merely of books and 
magazines and newspapers, but of 
radio and television. 


Chooses People Carefully 


The picture drawn by some out- 
siders of Resor as a driving mar- 
tinet who would mold others to 
his way of thinking is not accu- 
rate. He prefers to persuade. J. 
Walter Thompson Company has 
been compared to an “orchestra,” 
with Resor as conductor. He lacks 
the Toscanini glare and long hair, 
but he is just as quick in detecting 
a sour note—and just as devastat- 
ing in pointing it out. 

Mr. Resor told AA that he be- 
lieves JWT’s morale is high, “be- 
cause we choose our people care- 
fully, and then give them com- 
plete freedom of action and re- 


A | 
I'M THE OFFICE BOY... 
| SET THIS AD IN JIG TIME!" 


Even the boss has stopped beefing 
about typesetting delays and high 
costs. Why? Fototype can be set for 
photo-reproduction in a matter of 


minutes, not days. 


This ad is a typical example of Foto- 
type in use--self-aligned, professional 
looking. Costs? We're saving up to 90 
per cent over regular metal typeset- 
ting bills. Simple? Anyone can set it-- 
you, your steno, or the office boy. 

Write for your copy of afree catalog 
displaying a large variety of type 
faces and sizes to fit your needs. 


1415 ROSCOE STREET, CHICAGO 13 


They also add 


sponsibility. Few leave us. Our 


Four A’s and NOAB. Because of 


rates of pay are not the highest, | friendship with Charles C. Green, 


but I think the risk is less—and | 


(the chances of accomplishment 


greater.” 

The company’s ownership is 
rather widely spread among ex- 
ecutives and employes. Although 
there are only 30 holders of Class 
A preferred (the only voting 
stock, which Resor’ controls), 
there are 97 of Class B preferred, 
and 170 of the common. 

Larger agencies on the whole 
average about one employe for 
each $50,000 billings. In JWT, 
however, the ratio is about one 
for each $43,000. This “surplus” 
provides more manpower for spe- 
cial problems and for extracur- 
ricular “causes.” 

Mr. Resor encourages the lat- 
ter, and he himself has done more 
than his share of it. He has long 
worked for higher standards and 
broader scope for advertising— 
pionering, years ago, in such 
things as a standard rate card, 
and in such organizations as the 
Audit * Bureau of Circulations, 


manager of the Advertising Club 


| of New York, he stood for election 


last month as vice-president of 
the club. He’ll find time to get to 
some meetings. 


Many Outside Interests 


But advertising groups are only 
part of his outside interests, to 
which today he devotes about one- 


third of his time. He is a director 


of several banks, and of Sharpe & 
Dohme, pharmaceuticals; president 
and director of Manhattan Eye, 
Ear & Throat Hospital; founder 
and chairman of the Eye Bank for 
Sight Restoration; chairman of St. 
John’s Hospital, Jackson, Wyo., 
where he spends part of each sum- 
mer on his 8,000-acre cattle ranch; 
director of several hospital and 
medical groups, including the Blue 
Cross plan, and a director of Boys 
Clubs of America. 

“With all of them,” he ex- 
plained, “it’s a two-way traffic. I 
give what I can to them, but I 
learn a lot from them.” He is try- 


Advertising Age, June 14, 194; 


ing to put advertising to work for! “You're lucky to have the luxur 


them. 


One major problem, for ex-| 
ample, is the needs of the Boys) 
Clubs. “We now have only about | 


300 of these clubs in the country. | 
There should be 2,500. New York 
State alone spends $75,000,000 on 
the problems of truancy. Just a 
fraction of that amount devoted to 
educational advertising could solve 
this problem.” 

A single session with Resor has 
brought forth suggestions for edu- 
cating New Yorkers through ad- 
vertising on the need for a higher 
subway fare (it’s now being 
raised from five to 10 cents); 
brightening railroad stations; op- 
portunities in the use of movies 
to promote religion (he’s an Epis- 
copalian) and baby care clinics, 
and to cure the financial plight of 
the nation’s hospitals. 

A dozen or more JWT vice- 
presidents, if they wished, doubt- 
less could be running major agen- 
cies of their own. Should they be 
so tempted, Resor tells them: 


‘of a president, a treasurer, a law 
yer—and a lot of specialized de 
partments. In your own agenc 
| you'd have to do these jobs your 
| self!” 


‘Diplomatic Corps’ 


Don Francisco in fact was presi- 
dent of Lord & Thomas (now 
Foote, Cone & Belding) befor< 
serving with Nelson Rockefelle: 
during the war in the Office of 
Inter-American Affairs. His in- 
terest in this work had given him 
a desire to continue in foreigr 
relations. 

“If you really want to do a jot 
in that field,” Mr. Resor said 
“think of the opportunities in our 
foreign business.” 

Jim Young came back to 
Thompson after a long absence in 
education and then with the De- 
partment of Commerce. Virgil 
Reed had been acting director of 
the Bureau of the Census. 

JWT, it would seem, is a “diplo- 
matic corps,” as well as a uni- 


PUT THESE SHOPPERS BACK 


@ You put 53.4% of Baltimore’s 398,994* 
shopping families into your sales picture with the 
News-Post. Concentrated in the City and Retail 
Trading Zone—they're families who read— 


families who buy. And for 213,009 of them, 


the News-Post is their favorite evening paper. 


(Total Net Paid—226,464). 
@ With the number of workers in Baltimore's 


Metropolitan District up 129,000 since 1940** 
—thorough coverage is more important to your 


selling strategy than ever. 


First in circulation in 


'@ To be certain of your share in this rapidly ex- 

panding market—make certaif you're in the 
News-Post. It’s the only paper that’s read by 
more than half of Baltimore every evening. 


To bring your Baltimore sales up to par bring 


your Baltimore market information up to date. 


*A.B.C. City and Retail Trading Zone based on 
Bureav of Census 1947 Report for Baltimore 
Metropolitan District 


** Bureau of Census 1947 Report 


the 6th largest city 


Baltimore News-Post 


A HEARST NEWSPAPER 
NATIONALLY REPRESENTED BY HEARST ADVERTISING SERVICE 
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versity and a laboratory. 

The agency has also been called 
an adjunct of the “big banks,” 
and specifically of J. P. Morgan 
& Co. . 


‘Wall St.’ Billings Modest 


But although Thompson handles 
some “Morgan” companies, such 
as Johns-Manville, Lamont, Cor- 
liss and Standard Brands, it has 
no monopoly on concerns largely 
financed or organized by this 
bank. U. S. Steel and du Pont, 
for example, are with Batten, Bar- 
ton, Durstine & Osborn; General 
Electric with BBDO and other 
agencies; Bell System with N. W. 
Ayer, Newell-Emmett and Benton 
& Bowles; New York Central with 
Foote, Cone & Belding. 

Also, JWT’s Wall Street office 
still has smaller financial billings 
than such older “downtown” 
agencies as Doremus & Co. and 
Albert Frank-Guenther Law. 

Related to “big bank ties” is 
the charge of “high-handedness” 
in relations with clients. 


It is true that down through the! 


years Thompson has become rather | 
thoroughly wedded to some cli- | 
ents, and has even helped to pick | 
their presidents and other high | 
executives. In other 
such as J. B. Williams and Sostt | 
Paper, Thompsonians have be-| 
come major stockholders. 

But by and large it appears that 
JWT has had to sell, and keep 
clients sold, on its merits. 

Fiorello LaGuardia used to say, 
“IT don’t make a mistake very 
often, but when I do it’s a beaut!” 

Stanley Resor points out that 
JWT in recent years has lost few 
accounts. But some of them, such 
as Kellogg Company to Kenyon & 
Eckhardt, have been beauts. 

The Kellogg debacle followed a 
radio program called “The Circle.” 
A lot of film, concert, writing and 
other luminaries were hired at 
considerable cost to sound off each 
week on current issues. JWT had 
hoped “The Circle” would prove 
a constructive contrast to comedy 
and soap operas. But the partici- 
pants quarreled and listeners, as 


the saying goes, stayed away in 


droves. 


juntil last August. “Thumb-nail 


Until Fortune came along last|Sketch No. 31” in a series about) 
|Thompsonians told in nine para-| 


November with 17 pages on the 


subject, J. Walter Thompson Com- | 
accounts,|pany—and Stanley Resor — had | dent. 


gone largely unpublicized. Mr. 
Resor fretted over the presence 
and the probings of the Fortune 
inquisitors. At first he was 
shocked to find that the story 
stressed JWT more than “adver- 
tising’s place in distribution.” But 
the response to it has been gen- 
erally favorable, and he has given 
it belated but rather grudging ap- 
proval. 


Seeks Privacy 


Between 1921 and 1935 JWT’s 
research department lists four ar- 
ticles about him. Mostly in that 
period too, Mr. Resor wrote for 
publication on such subjects as 
magazine advertising, “The Press 
in Its Relation to Public Opinion 
and Government” and “A Plea for 
Education.” 

But typical of his recent quest 
for privacy, the weekly “J.W.T. 
News” did not get around to him 


graphs the career of their presi- 


| In a 300-word memo for inclu- 
sion in Earnest Elmo Calkins’ 
|book, “The Advertising Man,” 
published by Scribner in 1922, Mr. 
| Resor recalled his own beginnings: 
\“It took almost four years of ex- 
| perimenting before I found myself 
in advertising.” 

As a Yale undergraduate he had 
_worked summers as a tutor, as a 
/house-to-house book salesman, as 
|a mounter in the family stove fac- 
|tory. After getting his B.A. he 
clerked in a Cincinnati bank, 
| worked in a machine tool factory, 
and then joined Procter & Collier 
(“advertising and printing’’). 

At the end of his first year in 
advertising, “I felt sure I was in 
the right work. I have always 
| liked it and I still believe that it 
|offers a man an opportunity to 
make a good income and at the 
same time to do something con- 
structive with his life.” 


- 


INTO THE PICTURE TO 


BALTIMORE 


CREATIVE 
MEN 


work faster, better... 


= Y > a 

when they follow this 
5-POINT 

“TECHNIQUE FOR 


PRODUCING IDEAS” 


This remarkable 6i-page book by 
James W. Young, Senior Consultant 
of J. Walter Thompson, is worth its 
weight in uranium to every man who 
must produce ideas. Gives you the 
positive 5-point program used by one 
of the highest paid men in the age 

business, for developing ideas that sell. 
Acclaimed as the biggest little book 
ever written for advertising men, now 
in its fifth big printing. A must for 
you if you are a creative man. $1.00 
on 10-day money-back guarantee. 


INSPIRATION FOR EVERY MAN 
IN THE AGENCY BUSINESS 
“The Diary of an Ad Man” 


(The Jim Young Classic) 


A poncttess volume for the man who 
is broadening his horizons in the ad- 
vertising business. As Victor 0. 
Schwab says, “a book about business 
which emits flash after flash of pene- 
trating insight ... day by day guid- 
ance . pithy case-history exyferi- 
ences . .. usable suggestions.” .. . 
In all, 578 diary entries made during 
trying times, any one of which may 
suggest a solution to your current 
problems. $3.00 on 10-day money-back 
guarantee. 


GUIDANCE IN INDUSTRIAL 
ADVERTISING, MARKETING 
AND PUBLISHING 
“Teacher of Business” 


What were the ideas and ideals that 
underlie the impressive success 
McGraw-Hill? Here is the whole in- 
spiring and useful story, in the words 
of the late James H. McGraw, Sr., 
with an introduction by G. D. Crain, 
Jr., publisher of Industrial Marketing, 
Advertising Age, etc. A basic book in 
the library of every man who writes, 
edits, sells, or promotes in the busi- 
ness or industrial fields. $1.00 on 
10-day money-back guarantee. 


HOW TO SET UP AND RUN 
A PROGRAM FOR SALESMEN 
“Successful Sales Training” 


By Eugene Dynner 


Here is the complete, practical, and 
usable outline of the proved method 
for (1) getting new salesmen into high 
gear quickly, (2) developing a uni- 
formly good performance pattern, (3) 
making each man pay off in higher 
average production. An _ easy-to-use 
program for sales managers who want 
more results starting now. $2.00 on 
10-day money-back guarantee. 


Order any or all of 
these books on 


10-DAY MONEY-BACK 
GUARANTEE 


The above books have been carefully 
selected for their value to advertising 
and marketing men, and thousands 
have been sold. So see for yourself— 
just send us your check to cover the 
cost of the volumes you select. ... 
Read and examine them for 10 days, 
and if not delighted, simply return for 
money back. 


ADVERTISING 
PUBLICATIONS, INC. 


102 E. Ohio St. Chicago 11, IM. 
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AM Advertisers 
to Get Discount 
on ABC’s TV Net 


New York — Advertisers who 
buy radio time on ABC will re- 
ceive discounts ranging from half 
of 1% up, depending on their 
weekly gross, for television time 
purchases on the ABC network. 

The first rate card for Ameri- 
can’s video network, covering 10 
stations which are due on the air 
by Jan. 1, has just been released. 

One hour of evening rate for 
the 10 stations, scattered from 
New York to San Francisco, is 
$3,850. This includes coaxial cable 


remember 


Business 


|charges for the New York, Phila-| 
delphia and Washington outlets. | 


|'There will be additional charges | 


for the other stations, which are} 
|to be served by film. Nor does the} 


‘over-all figure cover studio re- 


|hearsals for live and film shows. | 


The Use of Portraits 


Second of a Series of 10 ‘Legal Reminders’ 


By Albert Woodruff Gray 


Monday through Friday, 5 to 7) 


p.m. (local time) and Saturday 


land Sunday, 10:30-11 p.m., will| 


be sold at 75% of the evening 
rate, other hours at 60%. 

As a come-on to sponsors to} 
sign up early, WJZ-TV’s hourly | 
rate of $750 will go up to $1,000) 
effective with the station’s start-| 
ing date—Aug. 15. Clients who) 
sign prior to that date will be pro- 
tected at the old scale for the 
first six months of the outlet’s op- 
| eration. 


Roffman Named A.M. 


Alfred Roffman, formerly gen- 
eral manager of Reiss Advertis- 
ing, New York, has been ap- 
pointed advertising manager of 
Standard Motor Products, Inc., 
,;and the Hygrade Ignition Parts 
| division, Long Island City, N. Y. 


Haire Appoints Dobell 

| Mercy Dobell has been ap- 
/pointed sales training director of 
Haire Publishing Company, New 
York. Miss Dobell formerly edited 
sales training manuals in some of 
the fields for Haire. 


- ++ for Bane provides 


the “know how” to 


, Van Buren 
8790 


assist you in organizing 


your art and copy . . . determining your 


method of printing . . . producing your 


work economically and quickly. Publications, 


catalogs, booklets, direc 


t mail from black and 


white to full color . . . Now over one million 


impressions a day. 


Make your next job 


high in quality. 


XCELLO PRESS wn. 


LITHOGRAPHERS + PRINTERS + BINDERS + 


400 NO. HOMAN AVENUE, CHICAGO 24, ILLINOIS + 


This ban against the use of por- 
traits has, however, two impor- 
tant exceptions. 
to the portrait of a person who is 
deceased nor to the use of a por- 


The portrait of an individual | 
belongs to him and to no one else. 
| sas use in advertising of the por- 

trait of a living person without 
-his consent is as much grounds for 
a damage suit as the unauthorized | trait in connection with news. 

use of any other property belong- In a famous action brought 
ing to him. No living person can against The New Yorker for the 
be compelled against his will to | unauthorized publication of the 
| contribute his portrait for adver- | portrait of William Sidis, this rule | 
tising copy. "was stated by the federal court, 

In some states this prohibition | that it is not forbidden “to pub- 

has been enacted into statutes. In| lish one’s picture in a magazine or 
others the practice is condemned | newspaper with a fair statement 
under the blanket protection ‘of facts relating to him or a fair 
known as the “Right of Privacy.” | account of his doings.” 
The New York statute provides Irrespective of these exceptions, 
that any person, firm or corpora-| however, any use of the portrait 
tion, which “uses for advertising | of a living person for advertising | 
purposes or for purposes of trade | without his written consent and a 
the name, portrait or picture of|release of any claim against the 
any living person,” without writ-| advertiser, for so doing, is an in- 
ten consent, is not only guilty of a|vitation to a damage suit that in 
/misdemeanor but liable for ex-|many instances in the past, has 
' emplary damages. /not been long delayed. 


McNab of 'Life’ 
Opens Industrial 
Design Office 


New YorK—Allan McNab, for | 


| Esquire, Glamour, Harper’s Ba- 
zaar, Life, Mademoiselle, Town & 
Country and Vogue. Newspaper 
space is being scheduled in Chi- 
cago, Dallas, New York and San 
|Francisco. The agency is_ the 
Rockmore Company, New York. 


It does not relate | 


Ad Expenditures 
jin Britain a 
Up 9% Over "4 


Lonpon — Ad © fc 
space in British publications du: 
ing January showed a slight dro 
|as compared to January, 1947, bi 
complete first quarter figures sho, 
a 9% rise over the same peric 
last year, according to Statistica 
Review. 

The publication asserts tha 
there are very few examples o 
| marked increase or decline in ad 
vertising activity, and that th 
threat of a 15% advertising ta: 
and the voluntary reduction o 
15% in the big accounts did no 
materially affect total ad figures 
for the quarter. 

The figures: First quarter 1947 
£4,862,729; first quarter 1948, £5.,- 
303,922; and last quarter 1947, 
£5,359,564. 


Hartford Agency Moves 


Post, Johnston & Livingston, 
Hartford, Conn., agency, has 
moved from 242 Trumbull St. to 
larger quarters at 108 Gillett St. 


Y&T Appoints Hummel 


George J. Hummel has been ap- 
pointed marketing manager of the 
Stamford division of Yale & Towne 
Mfg. Company, succeeding Meade 
Johnson. 


‘the past four and a half years art | 25TH ANNIVERSARY 


offices at 485 Madison Ave. here. 

McNab & Associates is affiliated | 
with an international design firm 
whose main office is at 37 Park St. 


'W1, London, with branches in) 
|Switzerland and Sweden. Prior | vA 
'to his association with Life, | 


| Mr. McNab, for the three preced- | 
ing years was design director to 
| Norman Bel Geddes. 
Directors of McNab & Associates | 
/are: Clark Minor, chairman of the | 
‘executive committee of the Inter- | 
‘national General Electric Corpora- 
tion; Sherman Fairchild, president 
‘of Sherman Fairchild & Associates 
and a director of Pan American 
‘World Airways; H. W. Dodge, 
|chairman of the board of directors 
of Air Products, Inc.; Alexander C. 
|Barker, vice-president of H. A. 
|Brassert & Co.; Ralph MacBane, 
_ partner in Graves & MacBane; 
Robert L. Graham, New York at- 
torney, and Mr. McNab, president. 
| Mr. McNab said that the com- 
pany’s group of designers is cur- 
‘rently planning the centennial ex- 
| position scheduled for 1951 in 
London, the redesign of two pub- 
lic conveyances—taxi cabs and 
railroad sleeping cars—and a pre- 
fabricated housing project which 
will ultimately comprise 30,000 
| two-family units. 


very poor programs bring 


send the KFH open 


Of 


ANPA Lists Films 
on Newspaper Business 


The American Newspaper Pub- 
lishers Association, New York, has 


CBS IN WICHITA, 


Bulletin No. 26-1948, June 3, 1948. 


| brought a list of newspapers hav- OF THE WICHITA EAGLE 
‘ing films about the newspaper 
| business up to date in the ANPA| RepresENTED NATIONALLY BY PETRY 


' K FH, ° 

_director of Life, has formed Allan e, WES taee SARS As 
McNab & Associates, Inc., a group 

of designers for industry, with | 5000 WATTS DAY AND NIGHT 


TUNE-OUTS ARE A MENACE 


Twenty-five years ago when broadcasting was young 
(KFH started then) it was a common experience to have 


in gratifying returns. Since 


then, because more programs are available on every 
radio dial, KFH has learned the importance of ENTER- 
TAINMENT to hold its audience; if you don't give them 
what they want, they tune you out — quickly. 


ARE YOU PAYING FOR TUNE-OUTS 
IN WICHITA? 

The chances are, your lost audience has tuned-IN 

station KFH; we'll do our best to find a spot to get your 

message to them. Just call in a Petry man, he 

has the complete KFH story. 


If you wish, he will 
time schedule addressed to 


your personal attention. 


F HOOPERATED OUTLET FOR YOUR ADVERTISING MESSAGE 
1330 Ke. 


KANSAS, 


KFH IS THE RADIO VOICE 


The ANPA lists the following 
papers with films: Baltimore 
| News-Post, Denver Post, Hartford 
Times, Honolulu Star - Bulletin, 
Macon Telegraph and News, Min- 
/neapolis Star and Tribune, Port 
Huron Times Herald, Royal Oak 
Tribune, Saginaw News, Washing- 
|ton Star and the Chicago Tribune 
| with four and New York News 
| with two films. 


| Fownes Schedules Its 
| Biggest Glove Drive 


Fownes Brothers & Co., New 
| York, will launch its biggest news- 
| paper and magazine drive this 
| September, featuring new fall and 
| winter fabric and leather gloves. 
| Beginning in September the 
| company will place ads in Charm, 
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|and self-employed group and 
/among farm operators,” Mr. Holt- 
|hausen reported. However, 


Top U.S. Income 
more than one-fifth in these units 
Group Now Gels yee. cerertven., ... 
' ‘cupation groups, median income 
Third of Total 


Reserve Board Study 
Shows Small Change 
in Income Shares 


_agerial and self-employed had 
| sional persons, $4,000; skilled and 


| semi-skilled workers, $3,000; cler- 


‘unskilled workers, $1,800; farm 
| operators, $1,500 (this does not 
| reflect non-money income, such as 
WASHINGTON—The $20 billion of | food produced on the farm). 
xtra income enjoyed by Ameri-| Estimates of the per cent of 
an “spending units” in 1947 was | total money income received by 
o widely distributed that Fed-| various occupation groups show 
ral Reserve Board studies of con-|that the managerial, 
sumer finances show almost no| ployed and professional people re- 
shift in the relative shares en-| ceive somewhat over a third of 
joyed by various income and pro-|the total money income, 


fessional groups. }amount equal to roughly twice 


accumulated for Federal Reserve | sation 
by the Survey Research Center of | ; 
the University of Michigan, this’! 


‘ : . i n- 
10% increase in dollar income was ers, and clerical and sales perso 


no | 


increased. Units headed by man-| 
spending units in various ‘income 


/median incomes of $4,500; profes- | 


|fifths are single persons; farm op- 
ical and sales personnel, $2,900; | 


nel, receive about a fourth and a| 
sixth of the total money, respec- 
tively, proportions comparable to 
their numerical weight. Unskilled 
workers and farmers receive 
shares less than their numerical | 
weight. 


| 
As to the characteristics of | 


| 
brackets, the study shows: 
Under $1,000 group: About two- 


erators, retired people, house-| 
wives (widows, etc.) and unem-| 
ployed account for two-thirds of 


‘them; unskilled workers about a 
sixth. Roughly half of the heads | 


self-em- | 


/Over half are headed by profes- 
an | 
; : : | ployed; another third by skilled 
According to the information| their proportion to the total popu- | 
workers; only a tenth by farm op- 
Skilled and semi-skilled work- | 


of these spending units are) 
over 55. 

Over $5,000 group: Less than a) 
20th are single; almost three-fifths 
are three-or-more-person units. 
managerial ‘self-em- 


sional, or 


and semi-skilled, clerical and sales 


erators. Four-fifths are headed 


by persons 25 to 54 years old. 


$1,000 to $5,000 group: Sizable 
numbers of 
units. Skilled, semi-skilled and 
unskilled workers, together with 
clerical and sales personnel, head 
three out of five. 


Lee Joins WMAR-TV 


Miss Selma Lee has been ap- 


station. 


Morris Talent Agency 
ork. 


Fred Hartwig, 


Starts New Sales Force 


formerly with 


For the past six years 
two-or-more-person |she has been with the, William 
in New 


‘the Community sales force in New 
York, has been appointed sales 


manager of the new 


. } specialty 
pointed producer-director of | sales force of Oneida Ltd., Oneida, 
_WMAR-TV, the Baltimore Sun N. Y. 


* 


VISIBILITY 


The only news format pa- 
per in the sporting goods 


? 


industry. All advertising 
adjacent to editorial matter. 
See Page 55. 


* 


shared by about half of the na- 
tion’s 48,000,000 spending units! 


(persons in a single dwelling who | 
pool their incomes). 

An analysis by Duncan McC. 
Holthausen, of Federal Reserve's | 
division of research and statistics, | 
shows that the top tenth income-| 
wise still were getting a third of) 
the income, and that the shares) 
of each succeeding tenth reflects | 
no significant change. 

While the skilled, semi-skilled, | 
professional, clerical and _ sales | 
people got sizable cuts of the $20) 


billion melon, Mr. Holthausen’s | 
article in the June issue of “Fed-_| 


eral Reserve Register” reports | 
managerial, self-employed and 
professional people once again| 


getting a third of total dollar in-| 
come, an amount roughly twice 
their respective portion in rela-| 
tion to their numbers. 


Is Second Report 


The article on income distribu- | 
tion, with supporting tables, is the | 
second by Mr. Holthausen on the | 
survey. Another one, summariz- | 
ing the entire study, and report-| 
ing among other things huge back- 
logs of demand for housing, cars | 
and consumer durables, appears | 
in the same issue of the board’s | 
publication (AA, May 31). 

Although the percentage of in-| 
come enjoyed by each tenth in-| 
comewise has remained un-| 
changed, the minimum earnings | 
for each bracket reflect higher >| 
come levels. Median income is 


ow $2,500, up 10% over 1946 and | 

25% over 1945. To qualify for the 
op tenth, a minimum income of) 
5,700 is required, compared with | 
4,850 in 1946 and $4,450 in 1945. 
Despite their much _ greater | 
minimum $5,700 income in 1947, 
the top tenth accounted for only | 
83% of all income, compared with | 
B2% in 1946 and 29% in 1945. | 
Nhe second tenth, with a $4,200) 
minimum, compared with $3,750) 
n 1946 and $3,500 in 1945, had | 
15% of the 1947 income, against | 
15% in 1946 and 16% in 1945. 


25% Earn Over $4,000 


Federal Reserve found _ that | 
two-fifths of .all spending units | 
how have incomes over $3,000, | 
‘ompared with only a third in 
1946. A fourth of all spending | 
rits now have incomes over} 
54.000. 

Roughly three-fifths of the per- 
‘oS in units headed by profes- 
‘onal, skilled, semi-skilled, cler- 
il and sales persons enjoyed in- 
eases in income. This is a sharp 
‘ntrast to the 1946 and 1945 sur- 
“ys, which showed many of these 
‘ople shifting to lower-paid 
facetime jobs. 
‘The proportion of spending | 
‘its reporting no_ substantial | 
Sanges in income or reporting | 
‘ reased income from 1946 to 


REPRESENTED 


This is the first 
newspaper has ever 


daily newspaper. 


We are grateful 
of confidence by the 


Post-Gazette. 


To Our Readers... 
A Milestone 


The Post-Gazette is happy to an- 
nounce that its daily average circulation 
for the month of May just ended was— 


303,951 


a month’s daily average and is by far the 
largest circulation of ANY Pittsburgh 


burgh area and are deeply conscious of 
the responsibility which this leadership 
imposes upon all of us who produce the 


PAUL BLOCK, JR. 
WILLIAM BLOCK 


time a Pittsburgh 
reached 300,000 for 


for this expression 
people of the Pitts- 


Co-Publishers 


“2s eeee 


op aaik 291,681 
anewe 297,701 
ree 303,951 


Reprinted from the Thursday, June 3, Issue of The 


NATIONALLY BY 


MOLONEY, 


Pittsburgh Post-Gazette 


REGAN & SCHMITT, 


INC. 
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Business Papers 
Maintain Slight 
Gain in 5 Months 


Cuicaco—Industrial Marketing’s| Although the export group is 
May tabulation of business paper 
ad volume shows that 139 indus- , 
trials, 48 trade, 26 class and 17 ex-| their 1,331 pages of May adver- 
port publications ran a total of 
28,530 pages, up 0.1% from 28,497 | May. 
‘ aa ny continued to stay|/Pages in May, down 0.3% from 
“plus” for the year to date: in five|®473. In five months they have 
months they have carried 137,851 | °@tried 32,690 pages, off 0.8%. The 
Paes, OE eee ert | May, off 1.8% trom 2,599, and in| 


Only the industrials fared bet-|@Topping from 12,324 a year ago) 


ter last month than a year ago, 
however. They carried 18,196 
pages, up 0.9% from 18,040. In 
five months they are up 0.8%, 
with 86,424 pages this year 
against 85,778 last year. 


ahead 0.1% (only nine pages) for 
the five months (6,708 vs. 6,699), 


tising was off 3.9% from 1,385 last 


The trade group carried 6,451 | 


class group carried 2,552 pages in | 
five months they are off 2.4%,| 


to 12,029 in five months of 1948. | 


PRODUCTS [2c Lams & 


Adds Streit’s Matzo 


Alvin Epstein Advertisiig Agen- 
cy, New York and Washington, 
has been appointed to handle ad- 
vertising for Streit’s Matzo Com- 


cludes consumer media. 


MAY BUSINESS PAPER ADVERTISING VOLUME 


figures, compiled by Industrial ee ee ~ rg De be quoted or repr 


These 
without written permission. Uniess 


and have standard 7 x 10-inch type page. 


P 
1948 

Industrial Group 
Nl Aa *67 
American Aviation (semi- 

i ~.. . ces bhe ie goveens 83 
American Builder ..... oes 158 
American City .......+5. 112 
American Machinist 

oS area ee *437 
American Printer ....... 39 
Analytical Chemistry .... 36 
Architectural Forum ..... 149 


Architectural Record .... 7149 
Automotive Industries 


ee eS eee 182 
Aviation “Maintenance.... 51 
Aviation Week .........- 6*120 
Bakers’ Helper (bi-w.).... *1205 
BOGOR inn scdcesccccsese 88 
Better Roads ........---- 33 
Brewers’ Digest ......... 43 

| Brick & Clay Record..... 1*43 
Bus Transportation ...... 140 
Butane-Propane News ... 119 
}Cammer (W.) o.---ceecerre t|*92 
Ceramic py seavere ; *73 
Chemical & Engineering 

News (w.) ..... eeeeeses th144 
Chemical Engineering .... 824 
Chemical Industries ..... 1104 
Chemical Processing Pre 

ET dca ubbse¥ doc cdovee = 
Civil Engineering ....- Kew 4 
Cand ABO oc cccccccccesecs 1141 
Commercial Car Journal.. 174 


Caaeressee Digest 


(bi-w 
Canmradion Methods .... 141 


1947 


*99 


announce the appointment 


Effective 


JUNE 1, 1948 


Dhe Salt Lake Cribune 
Sali Lake Gelegram 


of 


O’Mara & OrmsBEE, INC. 


New York - Chicago - Detroit - San Francisco - Los Angeles 


as National Advertising Representatives 


oduced | 
ll publications are monthlies 
| Pages 
1948 1947 
Cemstrustar ccccoecicsynes 50 53 
contractors & Engineers 

Monthly (9%x14) ...... 63 52 
Cosgrove’s Magazine ..... 35 42 
ey BOsGre ..ccssbeses. 188 94 
eee TGR: cusccaecees< 87 28 
Diesel Progress (8%x11).. 182 62 
Distribution Age ........ 63 60 

| Drug & Cosmetic Industry *120 *187 
Electric Light & Power... 82 66 
Electrical Construction & 

Maintenance .......... 144 134 
Electrical South ......... 76 71 
Electrical West ......... 79 78 
Electrical World (w.).... 284 297 
ES odachh dhecacs *205 *209 
Engineering & Mining 

GEES ... wadbuieedés+hen® 4127 110 
oe News-Record 

Ue Se Per pe re re i$*410 t*424 
Exes ~avating Engineer ..... 41 191 
Factory Management & 

Maintenance pee batecnds 256 255 
Fire Engineering ........ 7 35 
Fleet Owner ...........- 130 135 
Food Industries ......... 170 175 
GG POGUES ..ccucscsvasie *58 *47 
Food Processing Preview. . 56 87 
DET. odvadstnaca¥ a eee §*374 *212 
a ead whaty.c ids 60h theese 56 50 
Gas Age (bi-w.) ......... 179 596 
Heating, Pi ~y and Air 

Conditioning ........ 3 151 186 
Heating & Ventilating ... 68 70 
Ice Cream Review ....... 116 106 
SS S snenneting 

SEN dee odewps's eee 128 115 
tadwennial Finishing 

(44%x6%) ..... «ees eceee st 93 
Industry & Power ....... 142 125 
We SY eee *554 +*639 
Machine Design .......... *200 *199 
Machine & Tool Blue Book 

RS ee ere 260 278 
DONT bb adS 6 abso ees 6 283 314 
Manufacturers Record ... $118 87 
Marine Engineering & 

Shipping Review ..... ‘ 198 122 
Mass Transportation .... 87 34 
Materials & Methods ..... 149 146 
Mechanical Engineering .. 107 98 
Mechanization ........... 90 83 
Metal Finishing ......... 68 71 
Metal serene i sietanee ow 4 109 146 
Baas 123 112 
ar. Plant "Monthiy butane *51 *52 

DUET 0 wt acto ses 231 457 
Mining & Metallurgy .... 25 29 
Modern Machine Shop 

CT re yr 290 324 
Modern Packaging ....... *150 *155 
Modern Plastics ......... *184 *193 
Modern Railroads ....... 45 23 
National Butter and 

Cheese Journal ........ 68 66 
National Petroleum 

Ee A reer i102 100 
National Provisioner (w.). {178 161 
National Safety News ... 66 70 
Oil & Gas Journal (w.). irs T$*585 
Operating Engineer ...... 152 eis 
Organic Finishing ....... 12 16 
Packaging Parade 

fT A ees ° 155 50 
Paper Industry & Paper 

ES p0nnc¢catdanee? He 90 
eat Mill News (w.). ‘*"eeneigs 1§*177 
Paper Trade Journal (w.). *$°230 $§*258 
Petroleum Engineer ..... 1§216 $171 
Petroleum Processing .... 63 24 
Petroleum Refiner ....... $185 169 
ae -at GRGED Sees ccc eecdes $*180 $*156 
Plant Engineering ....... 17 oue 
ot PR 191 233 
Power Generation ....... 85 124 
Practical Builder ........ *§140 $111 
Printing Magazine ...... 60 60 
Product Engineering ..... 1*200 *290 
Production Engineering & 

Management ...........- 80 80 
Products Finishing 

CO) 6a rrr 85 87 
Progressive Architecture. . 105 97 
Purchasing .....0.+¢ opsece 249 266 
Quick Frozen Foods “ 

the Locker Plant ...... 65 80 
Railway Age (w.) ....... 369 “7 
Railway Sescceting & 

Maintenance ........... 61 57 
Railway Mechanical 

GE © cas ca'apecee¥ ob 194 124 
Railway Purchases & 

Dn? scabe'r bet 560 O00 600 109 118 
Railway Signaling $1 26 
Roads & Streets ......... 88 83 
Rock Products .......... *97 *106 
Sewage Works Engineer- 

Di disebos acaet>hebes 21 15 
SE? 6 nas estas tered eek 153 44 
Southern Power & Indus- a. 

5 oseWea leaner asheacoes 1 

| Steel ON RES : t|*467 *445 
a TERETE 16 11 
Telephone Engineer ..... 47 48 
| Telephony (W.) .......... t7$*148 $§*125 
| Textile Industries ....... 159 145 
See “WPGEE .oviaccters 227 200 
WEED a éadaenccosesce *120 *lil 
| Tool & Die Journal 

SERED. cacdéevder bade 103 122 
Tool Emginecr ......s0.0% 98 95 
Traffic World (w.) ...... tj128 t128 
Water & Sewage Works.. 54 55 
Water Works Engineering 48 62 
Welding Engineer ....... 55 67 

| West Coast Lumberman.. 119 114 
Western Canner and 

OO SIRS Sarre *51 *50 
Western Construction 

PD. stones asad aces ae % 102 105 
Wood Construction & 

Building Materialist... . 42 35 
OT era *83 *75 
Woodworking Digest 

GEES” city cud vadewas *181 *185 
ME Oe éscdesesqcpeees 4§*277 *244 
World Petroleum ........ 86 74 

ED Naidu duGhis bdnels coe es 18,196 18,180 

Trade Group 
Air Conditioning & Re- 

frigeration News (w.) 

ee dt awa tis9 74 
American Artisan ....... 134 118 
American Druggist ....... 140 174 
American Lumberman & 

Building Products Mer- 

chandiser (bi-w.) ...... \*182 *123 
Boot & Shoe Recorder 

CG) oc cduscecenss *190 *184 
Building Supply News.... 150 128 
Chain Store Age— 

Administration Edition 

Combination .....+... 27 33 

Drugaist Editions ...... $104 $151 

General Merchandise— 

Variety Store Edition 126 183 

Grocery Edition ....... 119 121 


| Pages 


1948 BY :7 
Department Store Econo- 
| ae Sy re ee 76 4 
Domestic Engineering ... 183 i? 
Electrical Dealer ......... 55 6 
Electrical Merchandising 

on Me Ee ee *212 * 49 
Electrical Wholesaling ... *90 9 
Farm Equipment Retail- 

BSc v-0 ob Oks teu on owes 76 
Farm Implement News 

See A ee eee *\201 j 
Fueloil & Oil Heat ....... 96 l 
Geyer’s Topics .......... 94 13 
Cee TOON Lv. vicedape on 26 6 
Hardware Age (bi-w.). | 387 18 
Hatchery Tribune & Feed + 

MORMON 5 ba ccthesccedes 136 ts 
Hosiery & Underwear 

Pe oe ee 125 123 
Implement & Tractor 

OS Be APP ee 37247 204 
pepeement eae 82 40 
Industrial Distribution ... $3816 $39) 
BLAS ea 101 ] 
Jewelers’ Circular-Key- 

ORE 2 tick ka dadeces cows 270 nae 
Knit Goods Weekly. .... : $108 rr 
Leather & Shoes (w.)..... t)**102 3*109) 
Lingerie Merchandising. . 83 3 Ti 
Liquor Store & Dispenser. 69 6 pa 
i tin seh ooh ged dt a@ 0 0 188 
RO eee 147 i 
Motor Service ........... 163 18 . 
NJ (National Jeweler) - 

(SYXT%) ..- 20005. 243 26 
National Bottlers’ Gazette 131 125 
National Furniture Review 80 we BAR 
Photographic Trade News. 80 WH by 1 
Penance & Heating Busi- app 

Sedwt chatter shcddeve 103 7% ° 
Plumbing & Heating Chic 

ES cwaiek Dee » 0-0 boo 81 na "the 
Plumbing & Heating h 

Wholesaler .......... 30 rT] the 
Poultry Supply Dealer. 26 ) ee 
Radio & Television Retail- 

Pere rer eri Tee 93 107 
Sheet Metal Worker...... *80 *64 
Southern Automotive 

POTTER bv-is acc} ch pieceer $177 126 
Southern Hardware ...... 91 116 a 
Sporting Goods Dealer.... 204 218 
EE: AR < cnss ds pa oak 66 58 63 
Super Market Merchandis- 

TRE cwcves cot casecccoece $145 ngs 
Syndicate Store Merchan- 

diser (4%x6%) ........ 85 liz 

Ts cians bee won dd ace’ 6,451 6,473 

Class Group 
Advertising Age (w.) 

CRUMB SF e cis bcs cscs $7§257 225 
American Funeral Director 69 4 
American Hairdresser ... 57 61 CE 
American Restaurant .... 87 wl | 
Banking (7x10 8/16) ..... 66 63g cam] 
Chain Store Age— First 

Fountain-Restaurant irs 
e Combinetion geetecess 30 af here 
Neaning aundry ‘ 

PY n0b Viobe vy baw pews and 
Dental Survey ........... Ame 
Fountain Service ........ A 
Hospital Management 
Hotel "Management ....... pear 
. -. aaa a 
Hotel World- Review (w.) cago 

i) eee Stree 
Industrial Marketing 7 
Journal of the American blach 

Medical Assn. (w.) ..... sche¢ 
eae 
Medical Economics issue 

( 444x6%) ee ececcrecoace Clea’ 
Modern Beauty Shop...... 

Modern (aunet (semi- Th 
mo.) (4%x6%) ........ ow 

Nation's yin t wee toe yous 

Oral Hygiene (4/,x7},).. with 

Restaurant Management. . noun 

Scholastic Coach ......... 

School Executive—School are j 

Equipment News ....... office 
| School Management 
waste) adtuaseaiee see tions 

Yhat’s New in Home : 
TS ae requ 
pudaee () oo— 0 CLIVE 
yx eee 2,552 2,594 

Export Group 
American Automobile 

(overseas edition) ..... 100 10] 
American Exporter (two Ea 

ro Eee 296 314 ouest 
American Exporter Indus- 1 

trial (two editions) .... 194 l7§says 
Automovil Americano .... 119 114 feel 
Caminos y Calles ........ 29 3 ’ 
Farmaceutico ............ 57 74$Quiz 
Hacienda (two editions). 120 148. : 
SI fen oka cth ies ass 16 ig? pic 
Ingenieria Internacional quest 

Construccion .......... 74 7%. 
Ingenieria Internacional in mi 

PP aE ilcesetoces ce 104 11 Thi 
McGraw-Hill Digest ...... 14 ee 
Petroleo Interamericano. . 65 agvorst 
Pharmacy International... 23 Ame! 
Revista Aerea Latino- oad 

american® ............. *12 2@paid 
Revista Rotaria ......... 8 ‘Gf w 
Spanish Oral Hygiene 

CRMRUED His caved sabsces 40 you 
Textiles Panemericanos.. ‘ 60 Svork 

NE icicle hs.9iees 1,331 fa 

- §Includes a special issue. 1947 May re 
June issues of School Management © 4 ith 
bined. Cor 

*Includes classified advertising. ’ 

'Estimated. ‘ower 

|Last issue estimated. ad co 

+Last two issues estimated. ‘ 

2Plant a egaets | published its °"%.. 1 
issue November, 1947 

*Three issues. x. 

tFive issues. nomic 

*As of July, 1947, Oil Weekly be ing. 
World Oil. wad 

‘Pharmacy International publishe: eoplh 
first edition in June, 1947. tional 

61947 figures cover both Aviation soda 
Aviation News, which were incorpo: ‘4s pr 
into Aviation Week as of July 7, » 
May 1948 figure includes Air Trans “§' er 
which was or into Avia’ f th 
Week as of April, hak 

{Operating cor “published its fi qm'ake 
regular issue January, 1948. ie be 

7Does not include advertising in spec 4 L 
Western section. as 

8As of Jan. 1, 1948, Hide & Leather | mi 
Shoes became Leather & Shoes. F 
aa oe Ane: ee, ra tr 

uilder chang ts type page size to ta 
inches. The 1947 figure is converted to t t 
new size. mi 

WAs of January, 1948, Water W« npé 
Engineering became a monthly. The 1*4 . 
figures are based on two issues. ple: 

Correction: April, 1948 figure for E « ‘ 


| trical West should have read 148 inst 
| of 149. 
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$118 BANKER'S HOUR—This 1,000-line ad 
80 wh by the First National Bank of Chicago 
appears in the Wall Street Journal and 
Chicago newspapers. Aimed at selling 
81 si “the American way of banking,” it is 


26 of as many different industries. Foote, 
Cone & Belding is the agency. 


ff Banking Promoted 
“Jin ‘Quiz’ Drive 
{by Ist National 


57 61§ CHrcaco—An unusual 10-week 
66 ssa campaign has been started by the 
First National Bank of Chicago 


the fifth in a series of 10 tied in with 


| 


30 where, using space in newspapers | 


,gand business papers to sell “the 
28 100 American way of banking.” 


i pearing, one each week, in Chi- 
vy 


Clearing House. 
The series has a double-barrel 


nounces that reprints of the series 
are available for use in factories, 


28 tions. A spokesman said that such 
= ;grequests already have been re- 
— ceived from 30 states and Canada. 
Proud of Bankizg 
bb - Each ad is headed with a quiz) 
296 314 Guestion for which the answer, | 
194 17} says the ad, “should make you 
ne Jfeel mighty proud of yourself.” 
57 7$Quiz No. 5, for instance, displays 
120s '1g picture of a man’s suit with the | 
_jquestion, “Who gets the best value | 
14 “tin men’s suits?” 
104 1@ The ad answers: “A _ wool| 
. agvorsted suit costs the average 
23 American worker what he gets! 
12 2s@aid for 25 hours and 20 minutes 
8 '®f working time. How long do 
40 you think the average British 
60 ___ “worker has to work for the price 
331 “$f a wool suit? And the average 
se ies ussian worker? Fill in the blanks 
ement «qv ith your best guess.” 
=e. Correct answers appear at the 


Jower right, upside down. The| 
ac continues: “The right answers | 
a its rf. . make you feel mighty proud 

. of how much more our eco-| 
nomie system does for us than) 


kly be “ary other system. .. And all the | 
rblishe: ople who work at the First Na-| 
viation aod'-nal Bank of Chicago feel just. 


neorpo: '"Ps proud as you do, because the 
. Trans rg} merican way of banking is one) 
o Avic' "@! the many things that help! 
ed its i @'ake the American way of living 
ie best way in the world!” 

Last week’s ad pictured a bottle 
Leather @i milk, asked “Where do babies 


' Practi@®’: the best break?” and’ showed 
— Fy ‘at. the average American works | 

l minutes for a quart of milk as| 
tt npared with 59 minutes for a| 
a. hi pDless Russian. Tie-ins in earlier | 
for E« 


SS were with bread, women’s 

sses and telephones, while sub- 

€,uent comparisons will cover 
| 


148 inst @ 


Wise 


power in that each ad is tied in| 
with a different industry and an-| 


A series of 1,000-line ads is ap- | 


cago newspapers and the Wall) 
Street Journal. Two of the ads in| 
black-and-white full-page size are | 
scheduled for the June and July | 
issues of Banking and Burroughs | 


soap, shoes, automobiles, cigarets | Omaha Adclub Elects |City Advertising Club. Other of-|den 


t, W. R. Baker; secretary and 


| and meat, in that order. |ficers elected are: ist vice-presi- publicity director, Hallie Johnson, 
| Foote, Cone & Belding here is| E. C. Reynolds of the Carpenter | gent, Tom Gibson; 2nd vice-presi- and treasurer, Art Fuller. 


| Paper Company has been elected 


| the agency. |president of the Omaha Advertis- | 


_—— /ing Club. Other officers are: James 
D. Farris, lst vice-president; Jack 
Name Gregory & House ‘Anderson , 2nd vice-president; 
Gregory & House, Inc., Cleve-|John Henry, secretary, and Walt 
land, has been appointed to handle | A. Younstrom, treasurer. 
advertising of S. E. Mighton Com- eewenemsetieeetge 
pany, Bedford, O., food manufac- 
turer, and Cedar Point-on-Lake Admen Elect Benham 
Erie, summer resort operated by W. L. Benham, commercial man- 
A. Boeckling Company, San-|ager of Station KOMA, has been | 
dusky, O. elected president of the Oklahoma | 


hes 
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AURENCE, 


You can't cover California's Bonanza 
without on-the-spot radio 


Add up the buying power in the Beeline market, California’s 
great central valleys plus the Reno corner of Nevada. Your 
answer is 2 Billion! No wonder annual retail sales here run nearly 
as high as all of Florida’s. 


How do you talk to these prosperous people? Only with 
on-the-spot radio. Because this is a land ringed by high moun- 
tains ... mountains that reduce outside radio signals. 


Yes, you need the five BEELINE stations, the stations located JF 
right in major Beeline cities. Together these stations blanket 


the whole Bonanza Beeline... individually they’re the standout ) qd“ 


buy. KOH Reno is typical. BMB reports its home county 
audience as 96% daytime, 94% at night! 


rou 


M°CLATCHY BROADCASTING COMPANY 


SACRAMENTO, CALIFORNIA @ PAUL H. RAYMER CO., National Representative 


KFBK KOH KERN KWG 


Sacramento (ABC) Reno (NBC) Bakersfield (CBS) Stockton (ABC) 


10,000 watts 1530 kc. - 1000 watts 630 kc. 1000 watts 1410 ke. 250 watts 1230 kc. 


KMJ 


Fresno (NBC) 
5000 watts 580 ke. 
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Montgomery Named 


to Promote Polisher 

West Coast Mfg. Company, Port- 
land, Ore., has appointed Richard 
G. Montgomery & Associates, 
Portland, to handle the consumer 
advertising and dealer promotion 
on the company’s new product, the 
Beal Speed polisher. The product 
is a newly developed hand pol- 
isher that attaches to any tank 
type vacuum cleaner, for use on 
floors, furniture, automobiles, etc. 

A test campaign is being 
launched in the Portland market, 
with future plans calling for both 
newspaper and magazine adver- 
tising in the West Coast market. A 
separate dealer promotion sched- 


Zealous Adman 
Asks to Contact 
Clients by Radio 


New York — Out to establish 
some sort of record, William von 
Zehle has filed what he says is 
the first application by an ad man 
for a license to operate a sending 
station for pocket-size radios. 

This 20th century miracle—a 
development of the U. S. Bureau 
of Standards—was exhibited here 
recently. One of the tiny sets has 
been presented to President Tru- 


Mr. von Zehle, president of the 
advertising agency which bears 
his name, indicated that he would 
use the midget broadcasting 
equipment “as a means of com- 
municating with staff members 
who are out of the office on as- 
signment, also for _ inter-office 
communication to augment tele- 
phone service and _ eventually 
to communicate with clients.” 

He also expressed a desire to 
have the radios installed on his 
yacht. Several companies have 
these two-way receivers in pro- 
duction and will market them 
soon, Mr. von Zehle said. 


with bathtubs. 


— 


Advertising Age, June 14, 19 


er 6 ee oe eee eee g 


Whe Creative Mans Corner 


Even at his advanced age, the very male individual who 
pens these paragraphs week to week finds a considerable 
amount of interest in the female form divine. 

That is not to say, however, that he condones its use in 
advertising—except where that use is justified: for example, 
in corset ads or brassiere ads or maybe even plumbing ads, 


But he objects to its use—on a purely technical basis, of 
course—in ads where it doesn’t belong: 
Piel’s beer ads that appear in the New York newspapers. / 

These ads, he admits, are extremely attractive and read- j 


for example, the 


man. abet on aes 
In his application to the FCC,| Drops Boating Account 

C. C. Fogarty Company, Chi- 
cago, has resigned the account of 
the Outboard Boating Club of 
America, Chicago. 


ule that includes direct mail will 
be'started this month. 


PORTFOLIOS * MOUNTING 
BINDERY CO.,inc. GMM eaa BARD To a ee 
$UPerior 5105 PAPER and BOARD LINING 


360 EAST GRAND AVE., CHICAGO 11, ILL. 


SERVICE 


Promotes Foster 


Wallace E. Foster, eastern ad- 
vertising manager of American 
Druggist, New York, has been 
named national advertising man- 
ager. 


ESULTFUL COMBINATION | 


able. But after you have ogled the half-dressed babes in 
them and even gotten one eye through the copy, you are 


that ferorise wren of the Tale 
Manhattan — Preis Light Beer! 


Up ana down Broadway — and in the site 

streeta you'll find the stars drinking 

Piel's in bars. You, they like their names tn 

lights and tneit beer light. Prel's i hight 

end bright af « beer should be— light in 

color, ugh! m ite de-light-ful tangy flevor 

Clear, golden. and refrenhing — and every 

gies Lopped with a bead of creamy foam 

Order it when you're out—serve & when | 

you're in. You'l like Pict's! ~) 
c 


be 


left with little reason or desire for buying Piel’s beer. 

In this Corner’s opinion, that is generally what happens 
when a copywriter makes the reading of an ad his chief aim 
—regardless of why the ad is read. It is no very acute obser- 
vation that one is attracted to this Piel’s ad less for his 
interest in Piel’s beer than for his interest in—well, take a 


/ 


EARN GREATER PROFITS IN 


THE SOUTH'S 


ment, 


1948. 


Times-Picayune Daily 


*ABC Publisher's state- 
Three Months 
Ending March 3}, 


do a job for you! 


GREATEST MARKET 


Backing up your advertising message with a 


166,960* dependable, result-producing partner is the 

States Daily fastest, surest way to get a job done. 
92,145* Follow the powerful morning Times-Picayune 
Sunday with the influential evening States (92 thous- 
274,748* 


and largely unduplicated page and you 
beam your advertising to the widest possi- 
ble audience in the South's greatest market. 


Let these two tried-and-proved performers 


THE TIMES-PICAYUNE 


-\el-- NEW ORLEANS STATES 


Member: A, N. A, Network 
Owning and Operating Radio Stations WTPS and WTPS FM 


Representatives: Jan & Kelley, Inc. 


look at the ad. 


( 
( 
| 
( 
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Also, it’s very strange, but after he read this ad, the 
lecherous individual who haunts this space felt strongly 
that he had just read a Lux ad. 


| 
| 
| 
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WENR-TV Names Gibney 


John Gibney has been appointed 
production manager of station 
WENR-TV, Chicago. Previously 
director of special events at 
WBKB, Chicago, he has produced 
motion pictures for television dur- 
ing the past year. 


Appoints Petrov 

Dimitri Petrov, formerly art di- 
rector for Bonwit Teller, New 
York department store, has been 
appointed art director of Kaleido- 
scope, New York. 


WMMW Appoints Kanna 


Ralph Kanna, formerly man- 
ager of Station WONS, Hartford, 
Conn., has been appointed man- 
ager of Station WMMW, Meriden- 
Middletown, Conn., succeeding 
James Iodice, who has resigned 


Robert Jones Named V.?. 


Robert E. Jones, assistant tre.s- 
urer, has been named vice-pr«>'!- 
dent and general manager of ‘¢ 
cap seal division of Irving. on 


Varnish & Insulator Comp:"y, 
Irvington, N. J. 


pap 
age 
duc 
sell 
Arr 
the: 
buil 
cau 
in @ 


‘ uf . oe id Ui a a ah = ah 7 Aime a ~ 
; i : 2g ie pe ine sre acre > , a bee ‘ i, eae Teas Shale ad AS ye ee say i oe ee . on fs tn ae 3 ; 
2 5) Wiaa te ors “ \ tee cites pee} es vey Bios ks aa, re ee a Sf gees, i ‘ i SBM sen, x rh 2 ae et e3 ee aa ; re J ye of OR Zz — a Tage 2 

“3 we ik a ee ae PS i, a se ye ae cae SOE Roe bis nih sy alias ee Spams... ieee ‘eas cs a ei, wi eee ee ; x peas . 
ss Bie 2 ay 0 ete a a gem Ee Ries Seat fs BAe ee cieaes  ie ee pitta bs ee 2 ES ghee we iw ae ohn at i Po ae Pe ve ag a it 

, ee “agen ae <b RET eee echt roe NS e's eae z oe pe eam Bien re fo. “Witte, bee ss i iis nas a aa : oe ote ae a a Es ina er Set | Set in aie aS, 3 mt * a se rae si ae Ps 

oe ‘. 5 I al a ol i an i oe Ce oh acl al i ne cal een sais sie " sae ae ee eee. ies i. alii ii Fu ig ha Ce saeat De: _— oe a a ae boca _ ” 

es oe ee . re ee ee ere an ie Ui oe prs a ee ae”: ae Rass. ms CS ee eae ae = See See ee eae = 

Wee. ey ae ee eS be Sade aaa ee a Wee Rae t gc OE ei Sud tc iia ae a oe Ba eat oR ig amen eae ame es tie alae ° ee. ee oon 2 —.. vere 
ets eee er ae a “4 " a ees Be td oot peaeertnie ) ae a eae ome me da Bit oe i kU pie a is ea tes Tan ay aie ee a Br at as St, oa 
, a By 

- = 

ee , . 
te | OOOO 

ae. | 

ee 

pate | 

2 ag | 

ss + : 

oa ( 
—. 

a 4 

, } 

a le 

5 to 

| ) Bn 

ies : di 
! I 

ee Bi 

i L290 ane (ANG Comte Han! Lod 

; : nd Dancer Buteo Gee are twe p 
“es the wan ante of (be Bromiwey 

i: Jae A 

; a won Th samme weg 

eS Jon —** . ore =e fo 

one brett: — rd ” <a . ‘ 
: - q ¥ Pa . : a - 
| [ S/n es 
) 1C> ~ Fi hea ” | 
\ - ; 
Bc 5M = a 
: ¢ gN \ ‘ \ J w 
} | , a = | al 
oe ’ { FX J — 
ae » 
ie . . ae << Ss 

Be a ee ee ee a a | ===. — es 

if ¢ —S=. fs ’ ; “4 -_ “a 

| 7 P a —— ~~ ; 

: ” — — =~, = a bi 

ne. . r : si ; : 
bs 2 ee eae . 4 a 4 4 . ‘uo ; 

| : tae ~ > % cr 
Me 4 AS le: 

| al 
| ~ . ict 

: is 
| ; bps, eT pie 

: ; | ° : ; Mb 4 ye 

| ivy,” ‘ oh ’ 

¢ , J nd, le oi 

ee — ) Vi "7 Wie : co 
ae ‘a : Das ed fi 4 ie kee yb dp ara | : \ a J 2454 4 ae at { sa 

se a J P ¥ ‘ded yee ~~ = #2. iv 

Stir ; eae te ee a =e a ae yi , j 3 wv ASS j | 

sot : ¥ i * = \\. =o ee 

Sia ; : ‘ Eo et 7 pee Ae yore ? - " i 4! AE — th 

# < - ee - “Sa Psi m6 _— Roe é. 7 i fe! Cope, , 
' so. heen ae r | an it : : mer + gaia 7, S90 pe 
: ‘. tes “3 ae ' , ia — Ke A a : j Ay 
sgl i 3 ris ’ be rs “5 ih 4 r ’ + eg , P " ‘ ie . 5 ‘veat G64 Om a hgh . dove pane yang A n'e ne - = ene wee h ~ ‘ 1 Neng col 
‘ i 5 ot 5 a Degas)” “ee es wx tgs oo chant Seneca an Kredway te es “2 eee Man! Paice 
jo ee ee _ Be P >. : grit i eee. ag os Gasst’s famuntte tans to dsititisen, do- tahiti the tars she entertas raed maior oe tee ean eevee a ienea 
ae i - . pee i —_ : ld co ae ; ae "oh eh, Suis. “Selanne Cetweeka des tien chee nose ames tenis A» inane Fit we oe ee aoe ote « me 

i: ‘ ce aeRE 2 ee Picts ce on a ik ze me ee 20m a : a hi al = 4. 5 a e: in poak that!” Keep 2 Couple of beatles om ie. Fite the Beet dengntti op u = Ga 

eS. 3 ; my. oe aa ee - e > ao e oat ere a. ae ‘ 4 ’ ‘a a 

saa a Rcueeekee °c so ee Pa. ee P * pe ye ee : 

or | Ro ae ee ae cae ee eas ie TE Piet’s appeals to Broadway Stars ——— ae tor 

g Vie ee OG eee oe: ae. ee ea. é ee «80 light, so bright, so golden! =f ) we 

ae : Sg aS nae ee Se ANE a gl e oe s* } ; Se de , 
a i I a eee a i 5m is g > a c vel 
, he BES Se, ae im ape 5 i ae. q iin. GH 

: } Rae re A & gees ill és ‘ ’ ; \ : | 
ve ' ss ‘ ie i ae a ik heii * i . ve Rie =i od ae “s Beet a : X 
, Be eee Ri ee ae me ee he ad alice’ seta } ‘SS \ 
) oe. > oe |) eee Bote ee at, a ee to? “ ; 
: 23a eee ‘ Peer A oe Ss Peieuas ee ica ict | 
x | So pa aa a eee eee eee OE : * os | pane Ar 
. See ne Reet em —_— : | \\ Ar 
4 | he c= Piapote eacenee ane, Ea | PLLLS tel 
a iB ; me Sh ES ae ta es a See Letyl hf ¢ G ~ Lien? 

ae . a ee Dee ee ees (“4 =< AN BEER & val 

f a : « She ac Oe : ie ty, Sane ere ae raw, a ae ‘ os Resign), 2 | > ; 

a ‘ a Gt a ees. ore ee | i eae — i  — LIGHT fifa es , abl 

“aa ee ee oe oe oe ee ee oe . a Bee a Oo ; , sa | Pox Frat Gros ’ 

te ee ; Ege ees: a”. aT De Nal ee f af | eter - New Terk of 

on, Bes). ; j NR cL AOS Be es ee ek a 

ia ae as a ee ae A ¢ wd a ce a Coens ee _ . bs pas 

: . we : : si < oe 
: _ : sb ar : a 
i é ae ss ts ay re r Cl —— he 
a F ee F 5 " ne rt oti. J 
Ee sg eo , > es %% £ Ee ss e 4 jec 
E ‘ me j - te =f oa = % 4 
“ aa i a a nr ae ae >. Se 2 4 gra 
Ss : sine am af i res * : , i — eo aoe a aa gi 4 é ae 4 t ha 
a Dt eae te ae ee se Ree — sl , 
. ey a et eae fae ~ ._,_ Tilia SS aaa ie wae ee ae pth 
eae ere ie. eee gee Bees a to | 
\ oh : ————— eee il ee Sine 
, Bi, ent tlhe ace SEES ae ee ee eae Eu eg , | pro 
2 ae at ee le ee ee | - gi 

i / IR ee. fe ee i | list 

cove BS , at Rs aaa a) eee elge ea s oel & i» oil te | 

Se ; Se — or" oe ales ee skeet. is gill Rees sl aoa | I the 

ee : Re ee > iil Pee ae Segment eae ; ae as = 

: aaah oo ‘ == A : —ooe me E 

ee st ri Rae a . ees > sree eel S Pe 

ae : ~~ sey . es. pi “4 a ee 
bee : vee roe < . 5 * s Wie _ 

fear . ee , gs gic 3 4 ; 

a . “i ee. ier hx ; ae ail HEE Fie | 

a . 

% ee ee 

¥ ah : ; 

ve | | Ste 

at pe in 
tt ’ -# Bar 

7 . beer 

ee Caen ee | 

: live 

; a Cley 

a ie of ti 
| pan) 
a ; 2 
. Copy Writers: vith 

oa . p ind 

a | 

‘e i ig lane 

: § E ra TH ~~ A Bi the ; 

ce Ri 

= But! 
if | Jam 

ao . . A 

% , 1B adde 

Bi : ai ce ¢ 

‘ " 

‘ %: a S 

im ; \ ( at 8 right 
td a ‘ 

9 - — m_ J , 
Wiese ae nas 
Ke ‘ ioe. a, ; - 

? u x i ee a a . es RR at oud { Ihio 

¢ | ie = = = , "a . e ' 3 V 

a ; ; ass s Boh Me dee gg eRe tg NEY on at CBG st eae ede ia bean ee SAAR ee A elena toe CAEL aE ae tinehi AS ata IN eh tev Le te REIT De ec ARR Eta Peer Cette 2 
eee, Serene WTA D uhtie pote SS ra ME ie wie ee se th ae tt ia ae te S. ee ea Mee hens ee pare pie en et : PEERS diene spate Hele Hears ee Ses et ere gains Ben eA i aa tee Seal as SE Be ye Bee Bee Peay Soe af ee Nee Be bind ek ap 3 Rierare A 


14, 19 


~<a > 


> 


+ 


pens 
aim 
yser- 
> his 
ke a 


the 
ingly 


ee 0 6 en oe oe oe 6 6 SO 1 SOO SO SO 8S SF SE SO OT SO OO SS SS SS SS _ 7 i = - ‘ail “ms ee os oe 
~~  m - . -- - - 


emer =! 


Kanna 
rly man- 
Hartford, 
ted man- 
Meriden- 
succeed ing 
esignec 


ed V.P. 


ant treas- 
rice-pre>!- 
yer of ‘ie 
Irving \0n 
Comp:"y; 


a ) Age, Tie :, 


ray Recruiting 
fo Enlarge Use 
of Radio in ‘49 


WASHINGTON—Radio is going to 
get more emphasis in next year’s 
Army advertising program, the 
House appropriations committee 
learned last week. 

Though the Army will continue 
to be a $1,500,000 a year user of 
newspaper space, budget plans 
discussed by Maj. Gen. T. J. Han- 
ley, chief of military personnel 
procurement, show a third of 
Army’s spending for radio; 30% 
for newspapers; 20% for maga- 
zines; 5% for outdoor, and 12% 
miscellaneous. 

Army’s radio dollars go particu- 
larly far because the four net- 
works are making air time avail- 
able without charge. | 


Appropriation Up 


In requesting a $4,787,000 na- 
tional advertising f un d—$20,000 | 
over this year— General Hanley | 
told the House that volunteer re-| 
cruitment will continue regard- 
less of the fate of selective serv-| 
ice legislation. 

“It is cheaper to train three-| 
year volunteers than men who 
come in against their will,” he) 
said. 

Selection of an agency to carry | 
the program beyond July 1 is ex-'| 
pected soon. In addition to N. W. 
Ayer, which has handled the ac-'| 
count since the war, War Depart- | 
ment is considering J. M. Mathes; | 
Gardner Advertising; Al Paul Lef- | 
ton; Biow Company; Geyer, Ne- 
well and Ganger; and Grant Ad-| 
vertising. 


| 
Overruled by Experts 


While it was not mentioned be- 
fore the appropriations committee, | 
Army is reported ready to go into} 
television. It is said to believe a | 
valuable audience is already avail- 
able through that medium because | 
of substantial set installations at | 
fraternity houses, clubs, and tav- | 
erns. 

General Hanley admitted that 
he and many other top officers ob- 
ject to some of the “jive” pro- 
grams which Army sponsors, but 
that the advertising experts over- 
rule them. Objecting specifically 
to the Tex Beneke “on the beam” 
program, he was told it has more 
listener's than any other band on 
the air. 

He revealed that Hearst news- 
papers and St. Georges & Keyes 


agency, New York, have been con- | 


ducting an intensive campaign to 
sell the services on comic strips 
Army is resisting, he said, because 
they lack “the prestige we try to 
build up in the Army” and be- 
cause they are prepared too far 
in advance. 


Eight Join Cleveland 
Staff of F&S&R 


Charles E. Van Voorhis, formerly 
‘n account executive of Batten, 
Barton, Durstine & Osborn, has 
Seen appointed an account execu- 
tive of Fuller & Smith & Ross, 
Cleveland. George E. Duff, former- 
ly in the advertising department 
of the Ohio Bell Telephone Com- 
pany; George F. McKay, formerly 
vith Will, Inc., Cleveland agency, 
and Charles J. Merchant, free 
lance technical writer, have joined 
the agency as associate account ex- 


ecutives. 


Robert C. Blumer, Charles E. 
Butler, Harry H. Bendall and 
James W. Rennels Jr. have been 
idded to the agency’s client serv- | 
ce department. 


Photographer Moves 


_ A. George Miller, Inc., Chicago, | 
“aS moved its offices from 43 E. 
Ohio St. to its own building at} 
03 W. Ontario St. 


K. C. Club Elects 


John W. Hilburn, Boese-Hil- 
burn Electric Company, has been 
elected president of the Advertis- 
ing and Sales Executives Club of 
Kansas City, Mo. Others elected 
are H. W. Morrow, Sinclair Re- 
fining Company, Ist vice-presi- 
dent; William B. Terry, Wm. B. 
Terry Organizations, 2nd _ vice- 
president; Helen Keller Bayerl, 
Allen C. Smith Advertising, 3rd 
vice-president; Alex J. Alberg, 
Unity School of Christianity, sec- 
retary, and W. H. Holland, Hol- 
land Engraving Company, treas- 
urer. 


Women’s Adclub Elects 


Mrs. Ardele Lozon of George E. 


Conley Company has been elected | 


Women’s Ad- 
Providence. 


president of the 


vertising Club of 


Others elected are: Amanda Ols- 
ison, Gordon Schonfarber & As- 
sociates, vice-president; Hazel 
Grant, Gorham Company, treas- 


Providence, 


and Joanne E. O’Neill, Gorham 


Names Cosby & Cooper 


The California Olive Advisory 
Cooper, San Francisco, to handle 


priation amounts to $150,000 a 
year. 


Dallas SNPA Moves 


The Dallas office of the South- 


ciation has moved to larger quar- 
ters in Room 621, Texas Bank 
| building. 


urer; Mrs. Emma Briggs, City of | 
recording secretary, | 


Company, corresponding secretary. 


Board has appointed Cosby & | 


its advertising. The initial appro- | 


ern Newspaper Publishers’ Asso- | 
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When You Find the Right Spot ...Keep It! 


When the canny vacationer finds just the camp site of his 
dreams he pitches his tent and stays there! When the smart 
oil advertiser finds just the publication to do a perfect job 
for him, he sticks to it! That’s why so many successful oil 
equipment manufacturers CONCENTRATE their advertis- 
ing in The Journal. They’ve found that more oil men CON- 
CENTRATE their reading in it. .. that The Journal's selective 
circulation carries their message to the men who actually 
do the buying .. . that it costs LESS per reader to advertise 
in The Oil and Gas Journal than in other oil publications. 


PUBLICATION OFFICE: TULSA 1, OKLAHOMA 


“FOLLOW THE JOURNAL... 


LOS ANGELES, HOUSTON, ENGLAND, CANADA 


FIRST IN THE OL INDUSTRY” 


OFFICES: NEW YORK, PITTSBURGH, CHICAGO 
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Mendenhall to Monk 


Rockford, Ill., has been named ad- 
vertising and sales promotion 
counsel for A. W. Mendenhall 
Company, Chicago, manufacturer 
of Tone Hankies, three-ply tissue 
disposable handkerchief. 


Gravenson Moves 


Gravenson Company, New York 
agency, has moved its offices to 12 
E. 41st St. 


Howard H. Monk & Associates, | 


J. J. Publishing Names 
Cameron and Randle 


Pearl B. Cameron, production 
manager, has been named busi- 


ness manager of the J. J. Publish- | 


ing Company, Glendale, Cal., pub- 
lisher of Trail-R-News and the 
new Motels & Courts, which will 
make its debut in July. 


A. W. Randle, publishers’ rep- | 


resentative on the West Coast, has 
been named to represent J. J. 
Publishing Company. 
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Being a golf ball is no soft touch in the first 
place, but when you have to miss a Chicago 


Artists Guild tournament and just sit around 


house on your dimples—that’s the final 


straw. Avoid this tragedy. Call WHItehall 
5355 today and tell Bill Kapche what time 
your foursome wants to tee off in the CAG’s 
second 1948 golf meet Saturday, June 19th, 
at Nordic Hills Country Club. Plenty of 


.. adelicious dinner . . . and a lot 


of congenial characters you haven’t seen for 


long. Yes, and you might even win back 


at cards what you lose on the fairways. 
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FIRST AD—After a long stint of missionary work, the Venetian Blind Associa- 
tion, through Butler-Advertising, next month will launch its consumer ad drive 


with this page in 


House Beautiful. 


More Editors Use __ Rae-Vetterlein Expands 


Blindsin Photos | 


Because of Drive | 


New YorK—Nine out of 10) 
household and home service edi- 
tors rejected venetian blinds in| 
their editorial discussions and| 
photographs of window trea -| 
ments a year and a half ago. 

Concerned about lack of show- | 
ing of the blinds in magazines | 
and corresponding lack of interest | 
on the part of homemakers, the | 
Venetian Blind Association 
America at that time retained 
Butler-Advertising to see what it 
could do about changing the situ- 
ation. 

The agency inaugurated a two- 
year program involving contact) 
with home furnishings editors to | 
discuss window treatments, with | 
the objective of persuading them 


|that blinds were both practical 
'and advantageous in both tradi- 


tional and modern rooms. 


‘Finished in Half Time 


Advertising artists, commercial | 


photographers, department store 
display people and interior deco- 
rators all were approached in the 
course of the campaign and, last 
month, the agency announced its 
completion of the job in one-half 
of the allotted time. 

Whereas only 11% of the win- 
dows pictured in home-service 
magazines last year showed vene- 
tian blinds, the blinds appeared 


in 50% of the photos and discus- 
sions this year. 
Pleased by the results of its 


public relations promotion, the as- 
sociation is launching a campaign 
with a four-color page in the July 
House Beautiful. Basic pattern of 
the series is to link a period or 
modern room endorsed by a lead- | 
ing interior decorator, with a 
similar treatment by a _ young 
couple. Ads carry a coupon offer- 
ing a 24-page booklet on the use 
of the blinds in home windows. 


Form Buffalo Agency 
Stephen Gotthelf and Henry J. 


Weil have resigned as account 
executives of Ellis Advertising 
Company, Buffalo, to form their 


own agency, H. J. Weil, Inc., lo- 
cated in the Walbridge building, 
Buffalo. 


Mac Rae - Vetterlein Company, 


New York, has expanded its news- | 


stand service, and is offering a 
package which includes order reg- 
ulation, dealer and wholesale reg- 
ulations, display and checkups. 
Aimed for small publishers, the 
company now distributes Satur- 
day Review of Literature, Gour- 
met and Art Digest. 


Joins Robotham Agency 


Lillian J. Ludlam has joined 
Edward W. Robotham & Co., Hart- 
ford agency, where she will head 


of|the traffic department and assist |2ted with Federal 


in developing and expanding mer- 
chandising activities. Mrs. Lud- 


lam was formerly with Monitor | 
Equipment Corporation and Mc-| 


Graw-Hill 
New York. 


To Caldwell-Clements 


Robert Hertzberg has joined 
Caldwell-Clements, New York, as 
assistant publisher of Electronics 
Industries & Instrumentation. He 


Publishing Company, 


formerly was editor of Mechanix | 


Illustrated. 


Scolaro Joins ‘Look’ 

J. Ray Scolaro Jr., formerly 
manager of the Detroit office of 
the Chicago Daily News, has 
joined the Detroit sales staff of 
Look. 


Advertising Age, une 2, | 


| Two Crews Cruise 
But See New For: 


New YorK—The crews of t 
Navy ships will get to see the n: 
| Ford just as soon as you will. 

When Plebe Richard A. Robe 

(Annapolis, 51), went aboard t 
| U.S.S. Macon for his first crui 
'June 5, he took along sealed e 
|velopes containing press releas: 
'and photographs of the new Fo 
| to appear in the ship’s newspaps« 
| Roberts (how would you like |: 
be called Mr. Roberts, and be 
naval officer?) is the son of C! 
| Roberts, on J. Walter Thomps 
Company’s Detroit staff. 

A similar arrangement w. 
‘made for the U.S.S. Missou 
|which sailed on the same date. T) 
|chaplain of the “Big Mo” will 1¢ 
|lease the pictures and stories | 
| the ship’s newspaper. 


‘MORE’N MORTAL MAN 
CAN SAFELY BEAR’ 


New York — The persistent - 
'and successful — efforts of For 
|Motor Company to mask the ap 
| pearance of the 1949 Ford unti 
its formal unveiling have made ; 
the prize commercial mystery o 
the year. 

| Last week a big Ford carrie 
rolled through a New York su 
|burb, its new models carefull: 
'swathed in canvas. When it cam 
| to a stop light, a spectator rushe 
from the curb, ripped out a pen. 
| knife and slashed the canvas o: 
ithe nearest car. He peered in 
|/much after the fashion of a chil 
lat the circus, until the ligh 
changed and the caravan of traffi 
moved on. 


° ’ 

Resigns Four A’s Post 

| Herald Beckjorden has resigned 
as vice-president of the America! 
Association of Advertising Agen- 
|cies, New York. For the past fou 
|years he has been in charge of th« 
/association’s headquarters activ- 
ities in all media, research, radio 
jand television production. | 
| Kenneth Godfrey has bee! 
/named to succeed Mr. Beckjorde: 
'Mr. Godfrey joined the Four A‘ 
early last year. He was associ- 
Advertising 
Agency, New York, before the 
war 
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1948 SPORT showed a circulation 
gain of 37% over the 


For the Ist quarter of 


same period in'47...a: 4 


delivered an averag: 
bonus of 35%. 
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Auto Ad Council 
Sets Up Awards, 
Okays Co-op Ads 


Hor Sprincs, Va.—Merit awards 
for local ad campaigns and an 
endorsement of industry co-op ad- 
vertising highlighted the spring 
meeting of the Automotive Ad- 
vertisers Council here. 

The council, composed of ad- 
vertising and sales executives of 
4utomotive replacement parts, 
tools and equipment manufactur- 
ers, decided to give increased sup- 
port to wholesalers who set up 
local ad budgets through the 
awards, to be made in four volume 
classes, for outstanding local pro- 
motions. 

Members of the council agreed 
that the minimum budget for a 
wholesaler should be 1% of his 
gross sales, and cited the increased 
willingness of distributors’ to 
share in the cost of advertising 
naterial produced for their use 
by manufacturers. 


50% Use Consumer Ads 


One session of the meeting was 
devoted to consumer advertising 
and its place in the _ plans 
of “aftermarket” advertisers. 
|“Aftermarket” is a term which 
automotive parts companies are 
popularizing to take the place of 
“replacement” in describing parts 
and equipment that they manu- 
facture.}| An informal survey of 
manufacturers made by the coun- 
cil showed that over 50% of the 
respondents use consumer adver- 


tising for their products. Maga- 
zine preferences were: The Sat- 
urday Evening Post, Collier's, 


Popular Mechanics, Popular Sci- 
ence Monthly and Country Gentle- 
man, in that order. 

The council also named a spe- 
cial committee to handle promo- 
tion and publicity for its 1948 
Automotive Service Industries 
Show, to be headed by R. E. Con- 
ley Jr., advertising manager, R. M. 
Hollingshead Corporation. 

Officers elected for the coming 
year are: W. A. Kirkpatrick, 
manager, advertising and_ sales 
promotion, Wilkening Mfg. Com- 
pany, Philadelphia, president; 
Duane Jones, advertising man- 
ager, United Motors Service divi- 
sion, General Motors Corporation, 
Detroit, vice-president; Mr. Con- 
ley, treasurer; and C. K. Le Fevre, 
advertising manager, Sealed 
Power Corporation, Muskegon, 
Mich.,- secretary. 


Ironrite Names Biddle 
Hal L. Biddle has been ap- 


pointed general sales manager of — 


Ironrite Ironer Mt. 


Clemens, Mich. 


STOP 


Before You Set 
Your Radio Schedule 
for 1948-49 


Company, 


find out about 
the new concept 
in Network Service 
to the Advertiser 


e 
Booklet on the press 


Write Box 7093, Advertising 
Age, 330 W. 42nd St.. 
New York 18. N.Y. 


‘To Armstrong, Schleifer 

| Kemode Mfg. Company, New 
| York, maker of a soldering iron em- 
bodying a new heating principle, 


has placed its advertising with 
Armstrong, Schleifer & Ripin, 
New York. A campaign in the 


scientific and mechanical publica- 
tions will begin in the fall. 


Rejoins ‘Family Circle’ 

C. P. Mercer, for many years 
with Family Circle and for the 
past year with Jessie’s Notebook, 


has rejoined the Chicago office of 
|Family Circle. 


Bothwell Adds Devine 


James F. Devine, formerly with 
Walker & Downing, has joined the 
copy department in the Pittsburgh 
office of W. Earl Bothwell, Inc. 


units on a standard three- 
base. 


ure, to use “selective” instead of) top 
“spot” in reference to national drawer 
non-network advertising, Mr. Ray- 
mer reports. 


Franklin to Waters 


‘Spot Radio’ 
Changes Spots; 
Now ‘Selective’ 


PREMIUMS 


New YorK—Exit “spot radio.” ' 
Enter “selective radio.” L wine ng eg caf ge ee! Self liquidating and give-aways. 
exington, N. C., neo . ‘ 
Some months ago, Paul H. Ray-| Norman D. Waters & Associates, Children’s premiums created to fit your product. 
mer, head of a radio representa-|New York, to handle advertising | WALROB 


tive organization, started a crusade 
to replace the “spot” designation 
with some “new and more ap- 
propriate name.” 

Now, says Mr. Raymer, “I think | 
we have found it. It is generally 


for Franklin hope chests and a| 
new Bylton series of multiple use! 


1525 E, 53RD ST. CHICAGO 15, ILL 


Cyicago 


agreed that ‘selective’ or ‘national Gives you a better value, dollar 
selective’ radio or broadcasting 7) 4 fr t for dollar, than any other medium 
best describes this $100,000,000' j 

oe Ng Im EXCESS OF 200,000 in this highly important field. 


AB MEMBERSHIP 


Radio industry papers and radio ‘ 
GEORGE T. HOPEWELL, EASTERN REPRESENTATIVE + 101 PARK AVENUE, NEW YORK 


users have agreed, in large meas- | 


mind... 


When a woman 


shops she has a 
picture in her 


McCall’s unique Three-Magazines-In-One puts your 


branded product in mental buying pictures and provides the 


precise time, place and mood for dramatic selling success. 


Whether you are talking to a woman about her heart, her home 


or herself, the accompanying McCall’s editorial articles 


help to inspire and intensify the desire for your product. Here 


in McCall’s, month after month, women in more than 3,800,000 


homes look for—and find—ways to make their lives more 


attractive and satisfying. 


oure in 


the picture 
when you're in 


Every month McCall's editorial and advertising 
pages inspire “mental pictures’ 


spending of women in more than 3,800,000 homes. 


that guide the 


MM, 


THREE MAGAZINES IN ONE 
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as stores concentrate aga 


on preferred resources. 
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With the shortage-scramble past, many stores who once had huge lists of 
resources are concentrating again on a smaller number of top resources in 
each of the women’s and children’s wear fields. 

That means that a great many manufacturers will have to find new outlets in 


order to maintain their Fall volume. 


The country’s full of good stores who can provide profitable outlets for manu- 
facturers of fashion merchandise who want to work with them in building 
good business. 

In fact, Women’s Wear Daily goes to 17,796 department stores and specialty 
shops in 3,125 cities and towns...a profitable market for any live manufac- 
turer in the fashion fields. 

So if your client is looking for wider distribution, Women’s Wear Daily can 


help him find it. May we demonstrate that fact? 


Wamen's Wear Daily 


The Retailer's Daily Newspaper 
Fairchild Building, 7 East 12th Street, New York 3, N. Y. 


: eee eae’ 
Your client, too, may be seeking’ broader distribution 
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PHOTOGRAPHIC REVIEW 


COMPLETES 52 YEARS—Col. Leroy M. Herron (center) will retire July | as 

advertising director of the Washington Star after 52 years’ service to the news- 

paper. Godfrey W. Kauffmann (left) has been appointed advertising man- 

ager, and Frank V. Aiello (right) takes the post of retail advertising manager. 

Mr. Aiello succeeds Walter S. Furlow, who is now directing statistical research 
for the advertising department. 


MEMORIAL—Vincent J. Assalone (center), of American Can Co., president of 
the Association of Advertising Men, New York, receives a silver-trimmed, en- 
graved ebony gavel from Howard M. Warner (right), Buckley, Dunton & Co., 
on behalf of a committee of former club officers. The gavel is in memory of 
Henry S. W. Kress Jr., 1942 president of AAM, who died in action with the 
AAF. Philip Carling of Sheffield Farms, vice-president of AAM, is at left. 


S2 Bloce se vice tot eight! incudes 


TARTS IN JUNE—This two-color bleed page, appearing in the June issue of 
adies’ Home Journal, is first of a series to continue for the rest of the year in 
re Journal and other consumer and trade publications. Copy for Jade-Ite, prod- 
ct of Anchor Hocking Glass Corp., Lancaster, O., specifies 5-10-25 cent stores, 
department and hardware stores as the source of supply. 
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LITTLE WILLY—Gooderham & Worts, 
Los Angeles, is using Bill Barty, one of 
the “little people" in Hollywood to em- 
ulate the character of Little Willy, who 
appears as the little Quaker in all Wil- 
liam Penn whisky ads now being used 


, in a car card campaign. Little Willy 


boards street cars and busses in the 

southern California area, calls attention 

to the advertisement, and passes out 

lapel buttons bearing his name and 
likeness. 


ALL WOOD—Bulova Watch Co. is re- 
leasing to dealers this trademark plaque, 
with the figure, ribbon panel and 
stars in gold against a walnut back- 
ground. Although it appears to be 
produced in cast metal and solid wal- 
nut, the unit actually was produced in- 
expensively in one piece of molded 
wood by Syracuse Ornamental Co., 
Syracuse, N. Y. 


FAREWELL FOR MILLAR—Newly elected officers of the Indianapolis Adver- 
tising Club line up signatures for a farewell testimonial for Jack Millar (seated), 
retiring president and former L. S. Ayres ad manager, who moves to Oakland, 
Cal., this month as advertising manager of John Breuner Co. Standing are 
George Madden, advertising manager, Wm. H. Block Co., vice-president; Paul 
Grimes, general advertising manager, Indianapolis News, president; H. L. Ross, 
Bozell & Jacobs, vice-president, and Mrs. Frank D. Walker, Walker Research 
Service, executive secretary. 


UPSIDE DOWN NOTHING! 
«<4 want that last drop of 


EXTRA PALE 


TEASING—Monarch Brewing Co., Chicago, whetted the interest of observers of 
this 24-sheet poster by running the upside-down picture of the man for two 
weeks before completing the Monarch Encore beer story. The poster is appear- 
ing in Joliet, Evanston, Des Plaines, Oak Park and Blue Island, as well as 
Chicago. Maggart Advertising Agency, Chicago, handles the account. 


ELSIE IN RUBBER—Elsie in rubber effigy greets visitors in this new grocery dis- 
play window in the reception rooms of the grocery products division of the 
Borden Co., New York. A different product will be featured in the display each 
month. Apparently rehearsing Elsie in her “If it's Borden's" lines are W. T. 
Fitzpatrick (left), assistant vice-president and sales director of the grocery 
products division, and Harry C. Welch, grocery products advertising manager. 


JUDGES AT WORK ON McGRAW-HILL AWARD ENTRIES—Eight chapters of the National industrial Advertisers Asso- 
ciation submitted entries to the first annual McGraw-Hill Award competition, winner of which will be announced at the 


NIAA convention in Baltimore June 15. 


Left to right, the judges are Blaine G. Wiley, executive secretary, NIAA; Allen 


L. Billingsley, president, Fuller & Smith & Ross, Cleveland; Keith J. Evans, advertising manager, Joseph T. Ryerson & Sons, 

Chicago, the chairman; H. H. Simmons, advertising and sales promotion manager, Crane Co., Chicago; A. H. Fensholt, 

president, The Fensholt Co., Chicago, and W. Lane Witt, president, Sales-Aids, Chicago, former NIAA president. Another 
judge, not pictured, is James R. Kearney Jr., James R. Kearney Corp., St. Louis 
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vertising of Moore & Co. Soups, 
Inc., New York, manufacturer of 
‘ i been | Ancora turtle soups and the Bon 
elected sales vice-president of Car-| vivant line of soups. Newspapers 


Darby Succeeds Hilliard 


J. Douglas Darby has 


negie-Illinois Steel Corporation,| and magazines will be used. 


Chicago, succeeding Thomas J.J); 9 9 «————— 


Hilliard, resigned. Mr. Darby | Washington Admen Elect 


joined the sales department of | 
Carnegie-Illinois in 1939, and| Ben Strouse, general manager 
since 1945 has been general man-|°f Station WWDC, Washington, 
ager of sales in Pittsburgh. |D. C., has been elected president 
EPO Saat of the Advertising Club of Wash- 
Gets Soup Account | William F. Sigmund, a partner in 
Tracy, Kent & Co., New York,| Henry J. Kaufman & Associates, 
has been named to handle the ad-/| vice-president, and Tom Griffin, 


ington. Other officers elected are: 


advertising manager of the Daily 
News, 2nd vice-president. Ward 
Guthrie of Guthrie Lithographing 
Company and Ernest Johnston of 
the Johnston Agency have been 
reelected secretary and treasurer, 
respectively. 


TAP Signs Gillette 
for Special Video Films 


Television Advertising Produc- 
tions, Chicago, has made arrange- 
ments with Gillette Safety Razor 
Company, through Maxon, Inc., 


to produce six special television 
film commercials to be used on 
the video pick-up of the Louis- 
Walcott fight at Yankee Stadium, 
June 23. 


Names Buchanan Agency 


| The San Francisco office of Bu- | 
‘chanan & Co. has been appointed 


to handle the advertising of the 
1948 race meeting of Golden Gate 


|Fields, Albany, Cal. The 41-day 


meeting will open on Sept. 14 and 
end on Oct. 30, with racing daily 
except Sunday. 


To sell 


anything 


Sour advertising gets more readers per thousand 


circulation in POPULAR MECHANICS because our 


readers—having the PR M. Mind—read ads deliberately. 


%* That means ANYTHING from shoes to 


shampoo... 


razors to raincoats... ties to 


tires .. . watches, cars, radios, golf balls, pipe 


tobacco, cameras, shotguns, 


fishing rods, 


railway vacation trips —a list without end. 


More than ONE MILLION circulation 
..-more than 4!. MILLION male readers 


Advertising Age, June 14, 1948 


British Autos 


Here Only During 


Shortage: Austin 


Detroit — Britain’s automobil 
industry will not try to capture ; 
permanent market in the Unite: 
States, L. B. Lord, managing di- 
rector of the Austin Motor Com- 
pany of England, declared last 
week during a visit here wit! 
Henry Ford II and other car man- 
ufacturers. 

Mr. Lord believes that Austins 
will not become a steady Ameri- 
can diet but that the light car 
capable of 30 to 35 miles per gal- 
lon of gasoline, and the heavie: 
car, which is “different and nicely) 
built,” will find acceptance hers 
as long as the car shortage lasts 

He said that the seller’s market 

in this country will continue fo: 
at least 18 months and that during 
that time “we can prove all we 
claim for our cars.” 
_ “When the buyer’s market re- 
turns in the United States,” he 
said, “Austin will have a reason- 
able market left in its own coun- 
try. 

“Only a small part of our pro- 
duction is going to our own 
|people. Doctors and other groups 
'get a priority but the majority 
|have to wait. Some have been 
waiting eight years or more.” 


Has Sold 5,000 Here 


Prices of used cars in England, 
he said, are declining but are stil! 
| exorbitant. Used cars now are 
selling at about twice their list 
price as compared with three 
times the list price a year ago. 

The company, Mr. Lord said, 
sent 5,000 small Austins to the 
United States in the first five 
months of 1948 and has sold them 
all. It will send 7,000 more, in- 
| cluding a larger model called the 
| Sherline, in the remainder of 1948. 
|'Prewar sales in this country were 
800 Austins annually. The com- 
pany is now producing 2,300 cars 
a week and could increase this to 
3,400 if materials were available, 
he said. 

Mr. Lord said that labor costs 
in England’s auto industry have 
risen 50% and that labor is on a 
quota system. Describing the sys- 
tem, he said: 

“After we meet our quota of 
cars for a week, we put a cer- 
_tain amount of money for each 
| additional car into a fund. At the 
end of the month we have a draw- 
ing and the winner gets as much 
/as $1,000. We give five prizes in 
the drawing but those who in- 
dulge in excessive tardiness 0: 
absenteeism are declared _in- 
eligible.” 


Publisher Splurges 
on Churchill Memoirs 


Houghton Mifflin Company 
Boston, plans a magazine, news- 
|paper, business paper and direc! 
|mail campaign fér Winston Chu! 
ichill’s “The Gathering Storm, 
Volume I of his memoirs, whic 
already have had selected portio: 
published in Life and the Ne 
York Times. Newspaper ads ra 
June 10 in the New York Tim 
and Herald Tribune on prepub! 
cation price of $5. It will be $ 
after publication. 

The Times, Herald Tribune a: 
San Francisco Chronicle book se: 
tions are slated for full pages, a! 
255-line ads are scheduled f 
|Chicago, Cleveland and Philade! 
-phia. Full pages will run in A! 
|lantic Monthly, Harper’s and Sat- 
l\urday Review of Literature, and 
larger space has run in five pub- 
lishing business papers. Direct 
/mail includes 140,000 double post- 
‘cards, and 450,000 four-page cir- 
culars with double postcards sup- 
plied to booksellers. Copy theme 
|will be “Self-portrait of a com- 
|plete man,” and follow-up news- 
paper copy will use reviewers 
quotes, with a second major effor' 
set for Christmas. Hermon W 
Stevens Agency, Boston, places 
hem advertising. 
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In the 12 weeks since it re-| 
signed the then $12,000,000 Ameri-| 
can Tobacco account (AA, March 
29), Foote, Cone & Belding has 
added about $3,000,000 in billings 
in the New York office alone. The 
largest new accounts are Glass 
Container Manufacturers Insti- 
tute, which will increase its ex-| 
penditure for non-returnable beer 
bottles from about $400,000 in 
1947 to about $2,000,000 in 1948,| 
and International Latex Corpora- 
tion, which is expected to spend 
about $750,000. | 

Meanwhile, FC&B continues to| 
deny reports that it is shopping 
for another cigaret account. FC&B 
says simply, “We haven't ap-| 
proached any tobacco account.” | 

co + a 


| 


Thirty-five cities and towns 
throughout the country, ranging 
in population from 8,000 to 800,- 
000, are now reported to be in 
various stages of preparation for 
“Brand Names Weeks,” to be con- 
ducted with the Brand Names 
Foundation, New York. 

* * a 


Prince Matchabelli, Inc., New 
York, is planning to enter the pan-| 
cake make-up field in the near 
future. 


* * % 


Steve Hannagan Associates is 
now directing public relations for 
Jacob Ruppert Brewer, New York. 
And the grapevine says that Han- 
nagan will be succeeded on 
Willys-Overland Motors in July 
by Fred Eldean Organization. 

* te a 


Now that new airplanes are) 
making their appearances on air-| 
lines, the lines have a new worry. 
Load factors are down, and on/| 
many flights the factor has been | 
below 70, whereas most airline | 
men believe 80 is the break-even | 
point. As the new, bigger-than-| 
ever planes come on from Convair | 
and Boeing, look for stepped up| 
passenger promotion. 

* * * 


Reports in the outboard motor | 
field indicate the possibility that | 
the Johnson Sea Horse, made by 
the Johnson Motor division of 
Outboard, Marine & Mfg. Com- 
pany, Waukegan, IIl., may have a 
sensational improvement to offer 
sportsmen in 1949. It will consist | 
of forward and reverse gears, the | 
present standard design of all out- | 
board motors involving forward 
motion only. Johnson is planning 
a movie which will demonstrate 
the advantages of the new design. | 


* * % 


When W. Walter Williams was 
introduced to reporters at the 
semi-annual meeting of CED, the! 
only one wearing a dinner jacket | 
was John P. Lewis, managing edi- 
tor of PM. 


* Bo 


Steuben Glass, New York, con- 
sistently uses 26 pages a year in| 
The New Yorker featuring its 
more expensive items accom- 
panied with dignified copy. In 
the May 22 issue of The New 
Yorker, however, Steuben tried 
something different, taking five | 
full pages of space and inserting 
little descriptive copy about the 
products pictured. If reactions to 
this change in Steuben advertis- 
ing are favorable, the company 
might continue it. The agency is 
Hartwell Ayles, New York. 


* * * 


Frank Lamb, who recently left 
the presidency of Reynolds Pen 
Company, Chicago, has not com- 
pletely severed his relations with 
the company. He continues as 
resident of Print-A-Sign Corpo- 
ration, a subsidiary of Reynolds, 
which manufactures machines for 
nanufacturing counter and win- 
iow cards. 
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The French government’s drive 
against sex and gangsterism in 
comic strips and children’s papers 
is being enforced by the Paris 


Prefect of Police with true Gallic, 


diplomacy. None of the publica- 
tions on the “indelicate” list have 
actually been banned from sale, 
but bookstall merchants have been 
forced to put them under the 
counter, and now supply them 
only upon request. As AA’s ob- 
server on the Left Bank put it: 
“Those who need that type of lit- 
erature can still get it, but those 
who don’t require it won’t be 
tempted.” 


a a a 


Despite localized difficulties 
with salesmen’s unions which are 
said to be tied to political maneu- 
vers by wholesalers, and despite 
a whopping big drop in total 


perial is showing increases of 
about 20% over last year. 
a co * 

Gillette Safety Razor Company, 
which bought Toni permanent 
wave not so long ago, will prob- 
ably do very well on its invest- 
ment. Toni, whose sales jumped 
from $3,000,000 in 1946 to almost 
$20,000,000 last year, will prob- 
ably hit $30,000,000 this year. 

* * * 

Warner Bros., which outside of 
“Life with Father” hasn’t been a 
heavy user of national media 
(preferring to stick to local media, 
newspapers and spot radio on a 
co-op basis) will back Alfred 
Hitchcock’s “Rope” with a budget 
exceeding $500,000, through 
Blaine-Thompson Company. 


To Reinig & Shondell 


| Ogden Publishing Company, 
|New York, publisher of the Glass 
Packer and Glass Industry, has 
|named Reinig & Shondell, Chicago, 
as midwestern advertising repre- 


whisky sales, Hiram Walker’s Im- sentative. 


Alexander Names Brewer 


Harry W. Brewer, formerly 
with Ritepoint Company, St. 
Louis, has been named vice- 


president and general sales man- 
ager of Alexander Mfg. Company, 
Bloomington, Ill., manufacturer of 
Alexander the Great mechanical 
pencils for advertising and pre- 
mium uses. 


"Close Shave” Ads 


Peek into a barber shop 
Monday afternoon, 
here's your clue to a 
vital secret of successful 
advertising. I'll tell you. 


Box 7085, Advertising Age 
100 E. Ohio St., Chicago 11, I. 


ACTION? 


Designed for immediate 
buyer response. The tab- 
loid format always 
means buyer action. See 
Page 55. 


The retail shops and stores of Dallas sell over $425 million dollars’ worth 


of good things a year... about a thousand dollars for every man, 


woman and child in the city (metropolitan) zone. That's a mighty high 
figure. 


But there are over a million people in the Dallas retail market 
outside of the city itself! 


Many thousands of these people are people who come to Dallas 
for much of their shopping. It's because of these customers that the 
Dallas stores are among the finest in America. 


At home—these people read The Dallas News. They are an essential 
part of the Dallas market. They are essential to you. 


Only The Dallas News can give you the whole Dallas 


market. 


THE TEXAS ALMANAC 
RADIO STATIONS WFAA AND WFAA * 


Sell the readers of the News and 


you have sold the Dallas Market. 


Ghe Hallas Morning News 


CRESMER & WOODWARD, INC., Represe 
New York e 


Chicago @ Detroit 


Member 
AMIRICAN 
MERSPAPTS 
ADVERTISING 
MET ORK 


ntatives 


e Sanfrancisco « Los Angeles 
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Capehart's Senate 
Committee Plans 


Revived ‘TNEC’ 


WASHINGTON—The Senate inter- | tion is a far cry from the original | 


state commerce committee’s in- 
vestigations of basing point and 
delivered prices blossomed last 


week into a proposal for a full-| 


scale study of the adequacy of 


NEED HUMAN-INTEREST RESEARCH? 


Al der McQueen serves national ad- 
udien with keen human-interest stories 


on their products. Popular, interesting, 


true. 
ALEXANDER McQUEEN 
5222 N. Lakewood, Chicago 40, Ill. 
Phone RAV. 9010 


| anti-trust laws and enforcement. 

While the exact nature of the 
|studies must be determined by the 
‘committee, the broadened inquiry 
| tables for some time anti-trust 
|changes sought by the cement in- 
dustry and others which have been 
on the losing end of recent court 
decisions. 

As it now stands, the investiga- 


proposals of Sen. Homer Capehart 
|(R. Ind.), who visualized an in- 
‘terim study this fall and winter, 
|with a view toward determining 
by spring whether or not recent 
anti-trust rulings constitute a 
hardship. on business and consum- 
ers. 

| Senator Capehart’s concept of 
the problem began to change dur- 
|ing two days of preliminary hear- 
ings a week ago, when four Fed- 
/eral Trade commissioners warned 


that the cement case reached to | 
the heart of traditional anti-trust|\Capehart and his subcommittee amendments, 


policies. 

He listened attentively on Fri- 
|\day when Sen. Joseph C. O’Ma- 
honey (D., Wyo.) sponsor of the 


|Temporary National Economic 
Committee during the late 1930’s, 
protested against any action 
“which would reverse the tradi- 
tional policy of America and lay 
the basis for legislation which will 
take away from the people the 
/power to control their own eco- 
‘nomic affairs.” 

| Methodically, Senator O’Ma- 
|honey reviewed the dozens of 
|'TNEC recommendations, stressing 
‘that ‘“‘we are blind to what is go- 


ing on in the United States if we | 


close our eyes to the fact that con- 
centrated power is endeavoring to 
gain control of the agencies of 
| government which were created to 
preserve equal opportunity for 
| all.” 

Shortly afterward, Senator 


adopted four amendments sub- 
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‘said that the investigations wou). 


mitted by Senator O’Mahoney to follow the example of the TNE: 


their enabling resolution. 

Its proposed staff enlarged, and 
its proposed budget increased 
‘from $15,000 to $50,000, the in- 
vestigation, under the O’Mahoney 
amendments, will look into: (1) 
the status of free competition; (2) 
|the enforcement of anti-trust laws 
/now on the books; (3) the growth 
of monopolistic practices, includ- 
ing limitations on output, control 
_of prices and curbs on competi- 
tion; (4) the development of small 
business and its related problems. 


To Follow TNEC Approach 


Although the committee is still 
instructed to report by March 15, 
Senator Capehart,indicated Tues- 
day that it would be free to re- 
quest additional money and to ex- 
tend the duration of its studies. 
| Following the acceptance of the 
Senator Capehart 


: "Alene the white 
shrubs brighten the yard 


Lyle and Delilah Hohenstein, Blue 


Earth Co., Minn. won nat'l 


outdoor improvement contest. 


. 


sunbathing solaria, lily ponds, vined archways, rambling roses, 


iris, tulips, gladiolus, larkspur, beautiful blooming annuals 


* ey 


inted fence, 
neue and patio of Oliver Farm, 


la. The archwoy later will have 


a variety of small 
Williamsburg, 
rambling roses and vines. 


iris, tulips, lilies, 


ae. 
: 


, d of Welborn farm, 
mea Mo. ... with flowers, 


~ dinner-bell, fireplace, lily pond. 


Farm lawns... 


have patios and pleasant terraces, Dutch ovens, barbecue spits, 


and perennials, flowering shrubs, decorative trees . . . 


landscaping for outdoor living. 


Today’s successful farmer does more than grow crops, 


market livestock . 


pay dividends in pleasure, a more enjoyable life, better yards, 
grounds and homes . . . spotlighted in these pictures from 


SUCCESSFUL FARMING . . 


in fostering outdoor improvements. 


Bi sr class market in the U. S. is the nation’s best farms in 
the 15 Heart States... 


networks . 


with more than 1,200,000 circulation among farmers with the 
best soil, best brains, average income (’47 without gov't 
payments) of $9,890, $4,000 above national farm average. To 
make Advertising national, you need this market and medium. 
SUCCESSFUL FARMING, Des Moines, New York, Chicago, 
Detroit, Cleveland, Atlanta, San Francisco, Los Angeles. 


. . penetrated only by SuccessFuL FARMING . . . 


J 


. makes mechanization and increased leisure 


. which pioneered with the 4H Clubs 


missed by general magazines and 


One-pony-power 


Mrs. Hartwig, Denison, 
la. keeps her lawn trim 
with an electric mower. 


Evergreen landscop 
Marlys Gorners of f 
attractive playground 


: See. 
Fg in OE Be 


2 gia < 

Mrs. Miller, Goshen, Ind. 
looks out of windows 
onlandscaped grounds. 


ing and luxurious lawn at the 
Scott County, la. moke on 
‘or the Garner children. 


n 


popular with 
boy and dad on lo. farm, turns a chore to fun... 
ond gives youngster good reason to have pet. 


~ 


lown mower is 


' 


in their broad approach to anti 
|trust problems. 

It was recalled that TNEC spen: 
‘slightly over $1,000,000 during it 
|three years of operation. It ex- 
‘amined 45 different industries. 
/produced 39 volumes of hearings: 
42 “monographs” on _ anti-trust 
|problems, and a long list of rec- 
| ommendations, none of which 
| were enacted into law. 

Initial staff director for TNEC 
‘was Leon Henderson, who left to 
‘become a member of the Securi- 
‘ties Exchange Commission. James 
Brackett, now with the Printing 
Industry of America, followed as 
interim director, and the work was 
;eventually completed under th« 
\supervision of Dr. Dewey Ander- 
'son, who became director of the 
‘Senate small business committee 
\during the Democratic controlled 
'79th Congress. 
| Senate concern with the cement 
‘decision and other recent cases 
‘brought assurance from four FTC 
commissioners June 2 that deliv- 
‘ered prices are still valid—unless 
i there is conspiracy or unjust price 
discrimination (AA, June 7). But 
‘two days later, Commissioner 
Lowell Mason said the distinc- 
tions are “too tenuous for many 
to grasp” and that “anyone who 
uses freight absorption, zone 
prices or an individual universal 
delivered price system, operates 
/under the shadow of illegality and 
‘certainly takes a calculated risk.” 


| McMahon, Mason Clash 
| 


Repeatedly, Sen. Brien Mc- 
‘Mahon (D., Conn.), a former as- 
‘sistant attorney general, chal- 
lenged Mason to cite a single case 
where individual systematic 
freight absorption (universal de- 
\livered price) was thrown out in 
‘the absence of conspiracy. 

The two tangled again when 
Commissioner Mason contended 
that FTC could “‘sue’”’ any of more 
than 100,000 business men under 
recent decisions. McMahon de- 
manded to know of an instance 
where FTC “made an order stick” 
without ample evidence. 

The sharp exchange reached a 
‘climax when Mason denounced 
“hit or miss prosecutions” by the 
commission, and_ estimated it 
would cost $2 billion to “sue” 
jevery possible offender under the 
|recent court orders. 
| “Any such statement that you 
will need $2 billion is to me assi- 
‘nine,” Senator MeMahon _ told 
/Commissioner Mason. “It is not 
‘necessary to prosecute all offend- 
/ers any more than it is necessary 
_to have a cop for every traffic law 
| violator.” 
| When Mason described FTC's 
method of initiation prosecutions 
as unfair and proposed that the 
100,009 names be placed in 
glass bowl “so we can draw lot 
|to see whom we sue,” McMaho' 
‘reminded him that most action: 
'were initiated on complaint o 
/competitors. 

The commissioner retorted th: 
many of these competitors a1 
guilty of the same practices. H: 
‘insisted that “we discriminate b) 
suing some and letting their con 
|petitors go.” 

Finally Senator McMahon su:- 
gested, “Maybe we ought to pi! 
a criminal penalty in the law, 
do you suggest we abolish t e 
, commission?” 


| KSTP-TV Acquires 
9 More Sponsors 


|». KSTP-TV, Twin Cities NBC 
| television affiliate, has added nine 
|sponsors after opening a month 
‘ago with RCA Victor and Ford 
dealers sponsoring alternate game: 
of the Minneapolis Millers bal 
club. 

The new sponsors are Nash-Kel- 
vinator, General Electric, Roycraf' 
Company, F. C. Hayer Company 
Montgomery Ward & Co., Bulov: 
Watch Company, Ronson Art Med 
al Works, Northwest Radio Servic 
|and Cargill, Inc. 
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oul uOW.. luxury in this tor of television sales for Willard | motion activities for Snow Crop, 


Pictures, New York. The com- producer and distributor Of FFOZEN | ot eee eee ewe e remem ewer eee eee eee eee ee eee eEeeeeeseese 
NE‘ Now of cotton rug! |pany will begin mass production foods and orange juice concen- 
oes = gle > aeons * films for video. trate. te SES: LETTERS, BULLETINS and DIRECT MAIL 
pn = = ofa | : Gets Ball Pen Account MATTER—WRITTEN, PRODUCED, 
g it ee \ Hamilton to Snow Crop Leo-Murray, Advertising. New 
. ss ; ” erm vy 
ex- — ; | H. T. Hamilton Jr., formerly as- York, has been appointed to PACKA E ADDRESSOGRAPHED & MAILED 
ries, ; |sistant advertising manager of| handle the advertising of Field- : 
ings: | Bristol-Myers Company, New ston Ball Pen Company, New : Our MIMEOGRAPHING and MULTIGRAPHING lends prestige. 
trust /York, has been appointed adver-| York. A _ national advertising : 20 years of dignified, reliable service. 
rec- |tising and sales promotion man-j| campaign will be launched in the - LSS ae a 
hich ager of Snow Crop Marketers, fall, using newspapers, magazines, ° ' + Adams St.,  . rankiia 
'Inc., New York, where he will di- trade publications, direct mail and| : LETTER GRAFT voor cteret ceciee cmunect, "Aime underees Pro =. 
NEC |rect all advertising and sales pro- display. 
it to | 
‘uri- 
mes 
iting 
d as 
was 
gin’ BEXTRA DEEP—Charm Tred Mills, Chi- 


cago, is using the above black-and- 
the § vhite newspaper page in five test 
ittee Bf markets to promote its Rugged Twist 
led Ff cotton rug, through the Irving J. Rosen- 
bloom agency, Chicago (AA, June 7). 
nent Other cities are expected to be added 
ases to the schedule. 


FTC 
ics |Auto-Lite Radio 
‘aut |9how Signs 104 


oner 


inc. [Local Sponsors 

any ToLEDO—With 104 distributors in | 
who Fits parts and service division ; 
fone Fsigned up for local sponsorship, | 
rsal Janda goal of 150 in sight, Electric | 


ates 9 A uto-Lite Company already can | 
and Fwrite “success” to its new radio | 
sk. show, “Gasoline Alley.” 
Rather than merely supplying | 
distributors and dealers with the} 
Mc- fusual mats, counter cards and) 
aS- BFwindow displays, the company | 
hal- Phas produced a series of 13) 
case HB programs for weekly use, and of- 
atic Bfers them gratis, if its local rep- | 
de- Bresentatives buy the time. 
t in The 104 distributors are spon- | 
soring “Gasoline Alley” on 75 sta- | 
hen fitions. As many as five are divid- | 
ded § ing costs on a station. 
ove The brochure describing the | 
der & chow emphasizes to the ‘hea. | 
de- Bior that he can be sponsor of a| 
nce “big, exclusive, New York pro-| 
ck" Bf duction,” with plenty of time on! 
._ gthe open ends for his own com- 
d a & mercials. 
iced 
the Use Evening Time 
| at Auto-Lite pays all artist and | 
ue Sa 
ins transcription costs, and sends the | 
platters directly to the station. It | 
vou [msists that the distributors make | 
coi. heir own arrangements for time | 
old and for tailored commercials with | 
“er the station. The booklet cites | 
nd- |'YPical national rates in somngne | 


markets, and asserts that “you can | 

probably qualify with your local | 
station for local rates. They will | 
c's |e considerably lower.” 
Many of the sponsors already | - 


ary 
law 


the [ave started the series of 13, be-| 
| ginning with the first week in | 
lot June. With very few exceptions, | 
nor |the distributors have snagged | 


ons |sPpots between 5 and 9 p.m. 
nf Auto-Lite, of course, controls 
the center commercials, but agrees 


hi ‘o mention only batteries, spark 
al plugs, parts and service, or any 
Hi ‘ombination that the local spon- 


bi or wishes featured. On the open 
n nds, the company also permits 
im to boost any other service 


1g hich he offers. 

pit To assist distributors in mer- 
iandising the show, Auto-Lite 

the ipplies post cards, window cards, 


iats and publicity stories boost- 
ig the idea that “Gasoline Alley,” 
ie well-known comic strip, has 
ome to life. 


BC § Bensdorp Names Chirurg 


ath Bensdorp of Holland, through — am 
ord ensdorp Importers, Inc., manu- % 3 iia 
—~ ‘acturer and marketer of Bens- 

al ‘orp Royal Dutch cocoa, has ap- 


| inted James Thomas Chirurg 
el- § ‘ oMpany, Boston. 


YE Joins Willard Pictures 
Herb Douglas, formerly sales 

' presentative for Station WHN, 

- ew York, has been named direc- 
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‘Collier's’ Names Regan | Women’s Adclub Elects Philco Realigns 


D. L. Regan, formerly on the The Women’s Advertising Club BATES: We per line, minimum charge $3. Cash with order. Figure bold face heads (maximum to lines | Top Executives 
advertising staff of Collier’s, has of Cleveland has elected the fol- 25 been penny ay oes Minipod leas ePaper aang ap tianediag John Ball 
been appointed eastern manager lowing officers: President, Hope  [gISIMMIMINBINIIIN IRINA Ig Mii Gigi ligt: Grigg Me Clg ee Ses ohn Ballantyne has be» 
of Collier's advertising depart- Johnson; vice-president, Helen (gga aaa RRR ERE IIs IInIIAIsInIIInInnsnsnanannAnann ne Sunaeneee of the board 
+ ment, succeeding Arthur H. Blight,|Gordon; treasurer, Catherine | ; the P ilco Corporation, Philade - 
who retired on June 1 after 39|Quindlen; corresponding secretary,|____ POSITIONS WANTED HELP WANTED phia, replacing Larry E. Gut 


eoit. iw — , : aes: 

years of continuous service with | Mrs. Margaret E. Cromwell; re-| Seeks samitten an aieiaes hard National elvert aaa ney need bol Mr. Gaby etl nee 
. " . . t. | Seeks s sons or ard- | N: E re s zy agency eeds R * wev 

Crowell - Collier Publishing Com-|cording secretary, Mary Frances | goods account with Chicago agency. | creative man to head up Copy De- | continue as a member of the een } 


pany. Myers, and director-at-large, Pa-| Direct mail and editorial experi-| partment in midwestern office. Lots - - : 
tricia Page. Ann Koblitz will | ence plus agency background and | of food experience essential, plus an | of oe executive committe ¢ 
| Serve a second year as director-at- ‘ben ‘06 11, "ADVERTISING AGE py Ay acadoniiine noi" dae oom ——— iti . 
large. | 100 E. Ohio St., Chicago 11, Ill. | tunity fo -no Pr gee bay | Peay —— Ah, 
AVENUE | ee een Coe Li, Th | tunity for oprncteh mas. Write | president will be flied by Willits 
CHARACTER and LOYALTY giving full details of experience! : ! 
‘are the two most important quali- | 4nd accounts worked on. Interviews | Balderston, executive vice-presi- 
FOR Redmond Co. Expands fications for any job on earth. 1 wees aeranges. Our staff knows | dent of the corporation. James H 
ffer » , > @ over w 0 1s aC ‘ . : ke 
ADVE R TISING Redmond Company, Owosso, jae se Bia Ben "ae Box 9612, ADVERTISING AGE | Carmine, vice-president for dis- 
SPACE SALES: retail prom. exp. Open || Mich., maker of fractional horse-| background: news reporter, editor 100 E. Ohio St., Chicago 11, Ill. _ tribution, sales, merchandising an 
COPY-CONTACT: (2) top agcy. exp..12000 || power motors, has bought the | of smell businesspaper, good Js WANTED advertising, was named to the 
4 ; 7000 e wea Ber : : exp. with top 4-A agency. Tsed to | j j j j 
a a wares oe é Holtzer-Cabot div ision of the First responsibility, awe 28. Given break, Young Man—Farm Advertising a econ gy given in- 
A (2) semi-ind. “hoo , Industrial Corporation, Boston,|[ would make excellent assistant to| Manufacturer of large, diversifiea | CTC@S€G responsibilty. 
saveut eee 9) gent , Ae . plus also a maker of such motors. | publisher, to aqcouns exec or to any | line of farm products has an open- | a 
rainees & experts 5000 | | |} executive to whom those two quali-|ing in advertising department for . 
PRODUCTION MEN (3) sees. 5000 o . J . Cc it ° penctene are premium. Prefer Chgo.,|a young man who has some farm ad- Woodley Appointed A.M. HONE 
. ins but will consider any opportunity.| vertising background or education. 
M.O. COPYWRITERS: home appl.... 3600 raig ° riterion , | Drop note for complete i cetiake to: Write in ssutinnes siving age and E. Henry Woodley has been ap-f pany's 
a Ast, PAGS. & PHOTO ° | Robert C. Craig, formerly with, Box 9614, ADVERTISING AGE complete information as to educa-| pointed advertising manager off pany, 
AWIEES .......... ----pe" Ti the Los Angeles Examiner, has a Bone Bt, Chicago 3s ee gy the Northern Electric Company,§ toastec 
. | “A e a ‘ . avails > j « oy “ui SLNG Atal . 
See Elinor Kent or A. D. Castle bene — he ‘Crit ae eee New York. 20 Year record ‘in indus- 330 _W. 42nd St.. New York 18, N. Y. Montreal. weetere 
55 E. Washington St. ANDover 1490 sentative for Cri or hem ervice, | trial, publishing field. Writes mail| Asst Salesmanager, who knows how 
|outdoor advertising firm. | order copy without formulas. Knows|te sell advertising and publicity 
lists, layout and production.| program. Must be willing to travel, 
Knows people. College, 44, family.|also hire and train salesmen for a Ww A N T iJ D C 
Box 9609, ADVERTISING AGE national organization. Opportunity ar 
330 W. 42nd St., New York 18. N. Y.| for man who qualifies. Replies con- 
PHOTOGRAPHER fidential. | i —. SPACE SALESMAN for Fla 
N Oo T i C E i : |15 years experience in all phases| Box 9603, ADVERTISING AGE OMEN'S MAGAZIN ‘ 
|of illustrative and commercial u oO St., Chicago il, : Ww 
a | te pe pg am A Have eepeney goniners ADVERTISING SALESMAN TO E on 
and can build and make your photo HEAD NEW YORK OFFICE . oe 
6 | department a profitable organiza-| Aggressive, experienced space sales- We are seeking an advertising sales. Lo 
{ yl ; i wit — any free lance mas for two established national man who has a highly specialized a 
yroposition that promises a secur rade magazines. Salary plus com- 3 roduc 
future. mission. Outstanding opportunity. background: he must have sold spece P : 
Box 9615, ADVERTISING AGE | State experience, income, require- || successfully for one of the leading | pany 1 
DISPL AY 5 ALE g MEN 100 E. Ohio St., Chicago 11, Ill. ments, complete details about your- women's service magazines; he must corn f 
SPACE SALESMAN—>5 year’s experi- | Self. . ie es wes have excellent contacts with manu- ed an 
ence. Now in Chicago with leading | ,, Box 9622, ADVERTISING AGE \ || facturers and agencies in the fields of —o 
business paper publisher. Want to 330 W, 42nd St., New York 18, N.Y. ready-te-weer py ere astimenttios The 
P : - F relocate in New York permanently WHAT A DEAI oar, : . in the 
Display Corporation of Milwaukee has a sales open- with general magazine or good busi- Will Pay Copywriter cosmetics; and he must know how to |B yyining 
. ‘ — ness paper. Versatile—can contri- week with oll sell advertisers the progressive, na-|f... 
e tion’s largest markets. The “94 ally, use ol P to work with client le 4 he + Oe |E sidi 
‘ me each of he we J ~ one , ° aeee oa 41 Watited Goliab arene Before Joining Agency Staff tion-wide merchandising service this sidiary 
company backs you up with the finest creative design ate. Will travel. Available for in-| 4 jarge, well-known Chicago Indus- (4 ™agatine offers. The magazine is new, the 
. . , : : ° terviews in New York June 21-] 4,30 Mihgend . ~~ rt, high-class—directed lec- | ads an 
; . ‘ — hay Rata A ; trial Agency, with liberal profit- smart, hignh-clas irec to a selec 
| in ALL display media, including lithography, per July 3. Top references. 4, | sharing plan,’ will hire immediately || tive market of young women readers Car 
' »rchandisi lisplay 1 t »$ Addi- , Box esse, & eee & See .; »~ | experienced copy man with engi- Th te is high, the commissi 
manent merchandising displays anc wONTeS. 330 W. 42nd St., New York 18, N.Y. neering education or background. ies rere we S moved 
. : > : I want a good copy job where I can) tie will spend four to six months and drawing generous, the future sub- to tie | 
tional volume gained through sale of permane nt units also assist account exec. Back-| preparing catalogs and literature stantial for the right man. Head- pany’s 


| ground includes hard and soft lines| (including production) in client's 1, 
|in agency, editorial-production and | advertising department. He will ay ey New York. ‘Write 7 details |B 11 wes 
direct mail, plus follow-up, copy then join agency to do copy and con- in first letter; its contents will be held 


| greatly augments earnings. Substantial 5-figure in- 
“ . . 
! come assured. and rough layouts. 4% yrs. exp./tact on this and other accounts. |] in strict confidence. 


Erw: 
B.A. degree. ane oe re gna A Give us all the facts, including age | accoun 
Success requires sound knowledge of merchandising oo tale Ae Onn SRO SS one pee enee coer. ee. ae | Box 7091, ADVERTISING AGE 
: : Box 9620, ADVERTISING AGE 100 E. Ohio St., Chicago 11, IN. 330 W. 42nd St., New York 18, N. Y. | 
consumer goods plus good comprehension of art. 100 E. Ohio St., Chicago 11, Ill. | oapaaiVR ARTIS for dleplay wae W]Z- 
Previous display selling not essential if applicants HELP WANTED vertising wanted by Eastern Litho- | Four 
' = “ . SHAY . 7 sNCIES  &”~— grapner tor reir licago ce. Vx- 

have proven sales success in allied fields. a  f $e cellent opportunity for artist with | WJZ 

} ec . . ability and ambition. stati 
| Covers Compiese pevereens vield | Box 9631, ADVERTISING AGE PUBLISHERS REPRESENTATIVE AVAIL: |B. 007 
If you have the ability to recognize, understand, and 20 W. Washington, Chicag» 2, mi.| 100 E. Ohio St. Chicago 11, Tl. || ggig, young aggressive orgonization [Ml sponso: 
think constructively about manufacturers’ marketing ina" banaivéieane ome i oes ___ MISCELLANEOUS —__ _| with thorough experience in all phases ‘ Pete 
* Magazine in Chicago. Give age, ex- Want to Buy a Newspaper? ; sehi _ orbes 
problems, please send a complete resume of your perience and salary desired. su | Minnesota, North Dakota, South Da- rt yy wt Prt cna evteten throug] 

. 30x 9617 "ERTISING iE kota, Iowa, Wisconsi -eklies; tia nancia ckground, unques- 

background, earning record, and a recent photograph ean ai oon. we. §8§6| come suburhan: one combination of. | Seni teenie yer “oe ; BP. & I 
P -p : v ,T £9 on aah a —————= | set and letter press; from $85,000 to . 5 nny ighly successtu pany, \ 
to AL HOWARD, DISPLAY CORPORATION, 521 FRED J. MASTERSON Scale wish aveos eilamaee Ex’ tenes 1h canes eiliien dated kc endian 11 Ca 


ADVERTISING & PUBLISHING 


reasonable down payment will han- | five s| 


Broadway, Milwaukee 2, Wisconsin. ceoutive: EESONNEE | cee | die most deals, Wayne Peterson, 214 || @dditional high grade publication. we 
| Resumes confidentially considered. | Nat'l (oan pee: Meer neat. Minn. | Territory covered is the midwestern will ai 
‘ ] . Fra. 5. Chie | Advertising, Sales Literature, copy, 
| 185_N. Wabash. Fra. 0115. Cifenge | eee ideas for Publications ond || area from Piteburgh te Denver. thre 
| SPACE SALESMAN layouts, ideas for Publications and | e 
| Have opening for young college man | Pirect Mail, expertly prepared at | ‘ . bought 
a ae . , avin espe oan, | low cost. || A copy of your magazine and brief 
|} who has had some magazine space : os | 
| =: ‘ . . . a. ss Robert Peterson, Phone Central 6750 . . -_ 
’ ° selling experience who can assist 449 Civic Overa Bide... Chicago 6 outline of your sales story will facili- 
; | in handling Chicago territory in two | ——— : I S See.) \ ball prow Alga 
: | 00. AV Mee | active fields. Hamilton Cut Storage Cabinet tate negotiations. - 
If you are willing to start small/| 31 x 21% x 40 All metal, with 2 Direc 
land grow, this should be a real op-| tiers of 25 steel trays type high. Box 7092, ADVERTISING AGE 
| F ity Trite giving ‘tails ij Sliding d rs. Was 125, still like P P —_ * 
EMPLOYERS portunity. Write giving details in| Bliding. doo us s Ke 100 E. Ohio Street, Chicago 11, Illinois pon 
° Box 9605, ADVERTISING AGE | Box 9616, ADVERTISING AGE lanag 
Service Bureau 100 E. Ohio St., Chicago 11, 1 | 100 KE. Ohio St., Chicago 11, III. Orange 
FINDS THEM! ADVERTISING & PUBLISHING | For Rent—THHalf or all of Priv. Of- as be 
. ALL TYPES OF POSITIONS fice, or Desk Space. Ph. ans. sery sales o 
— _— Sales—Creative—Eixvecutive Good bldg., cor. Madison and Clin- 
XE oR i . sta 3 - . 
a eT ea esosmte asco: Sets Mae Sere tpah Se AF | | Comma ome HOM. Hazard | ton, Chicago, opp. Northwestern Sta WANTED 
Artists Illustrators ‘Art Directors $4,000 medium and small agency men os eotebiighed GEORGE WILLIAMS ¢ aig 4 mag North vent: ideal oa or 7 e a 
; r . < "® ability. Space and time salesmen. ub- 200 S. State St., Har. 2063, Chicage rep. 9 S. Clinton, Suite 304, FIN 0255. 
to $18,000, Proven radio personnel: $4,500 Heity, promotion managers, market research 
to $25,000. Many available ee to eneivite. All applicants’ netesenees —— ILLUSTRATOR 
All applicants’ references carefully investi- investigated Resumes, confidentia etails ‘a 
rated avallabto to qualified emplepers. Johnston and Daniels Gamble-Skogmo Starts A Chicago agency is in immediate 
E MP L OYE RS Ss : Burea Named V.P.s of Y&R lst Customer Panel need of an ambitious layout-illustra 
ervice u u |W. W. Johnston, head of the art, A buying panel, selected from its |] tor. Should have speed, a good un 
a | department, and Draper Daniels,; women customers, is.being put | derstanding of figure work, and i 
ior Personnel Service for Discriminating Employers 4 + - ; = 4 g ' i 
& Supeter Fore p Gap ; head of the copy department, have into operation by Gamble-Skogmo, || modern techniques for tissue rende i 
33 W. Washington Street, Chicago 2, Illinois FiNancial 1155 Minneapolis, to obtain recom-| ian tn, ehetluendaeiieed: adik aon 
’ i mendations and preferences on/ 9 P ° OF 


merchandise lines. The panel will || prehensive form. Write, giving dete’ s 
assist in the development of new || in first letter. Box 7097, Advertisins 
products to be manufactured by || Age, 100 E. Ohio St., Chicago 
the company. 
Major and minor appliances are 
the subject of the first study, es- 
tablished brands getting a review 


by a panel of 10 persons for each PUBLIC RELATIONS 
type of appliance. A similar panel SECRETARY WANTED 


Wanted: 
SALES MANAGER — SOAP PRODUCTS 


| 
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National nag ee | with controlled retail outlets needs a man who for a merchandise will be set a oe ae 
° up is summer. e door is open in Public Relations ; 
. Ww m- 
knows how to sel soap products to consumers ill have co We, habietlien Seamer oath ee teas See Seating | 


plete responsibility for sales results and advertising needed to quibbles aid. Gamcaneh ox TA Deee | 


get them. A real opportunity and a challenge for a man who been named vice-presidents of the Auth to Ormsbee, Moore | tor first assignment. Good typing and 
knows from experience what it takes to sell highly competitive | Chicago office of Young & Rubi- auth Electrical] Company, Long || shorthand a must. Journalism or PR 
products and whe wants a chance te put his ideas to work. cam. Island City, N. Y., maker of background helpful. An_ opportunity 
Prefer college man 28-45. Reply in confidence giving complete | a a a oy pont Re gag me Fira ne o font y a aaa rope a | 
; c = . : vices, has. appointed Ormsbee, SO POOTECED GRE COQuNS Te enpe 
information on age, education, earnings and employment record; Joins Gray & Rogers Moore & Gilbert, Milford. Conn. || rience necessary for advancement 
through third party, if you prefer. Jay B. Hurst, formerly on the to handle its advertising. Media || Sell yourself by letter including start 
G production staff of Geare-Marston, will include trade and consumer || ing salary required. : xl 
Box 7084, ADVERTISING AGE Inc., Philadelphia, has “¥™ the publications, booklets, point-of- Box 7099, ADVERTISING AGE 
: eet, Chicago 11, Illinois production department of Gray & sale displays and other dealer yw ; — 
| 100 E. Ohio Str 9 Rogers, Philadelphia. aids. | Reacdtiethenetacatbvato sds. ceil | Rese, 


ne ., a '~ cS a Nr eS oie hone eRe 4 ee ee iis, z Coal ass es a Pe Pt ly re ae é jin tcl. Sonera aes a i ie, et Ae ae es ee Z 
one a oe ae ; . ge ig he ee ey, ae 1. a oP ae eens eel ae es ae wine. « ; ote eee nae eT ond a he 
cee 3 Bae sey Mea ere ee ee be Pen, oe oiic ae paeiioaie aad a ai iat ee lian cota pe Reyne Oh ee it vee bere A ais il Pa jae i eben 
we eae Ae ee eee a a Sg. ee eer ee eee + ee ee errr a oo: 1 SRR ee i rena BS A ee ee: je 8 
ay ie ae th Sener cee ee Soe Rg ee oe ae Se Bee ba: Je E Sy er ee ear ene ean, ree ) Ss | | ts ie eae Aeon GF ; l= i i die eae ge. ae hag ae Sy ee” Meh ee i ee a yee a -— aes 
Co ee Pe or ee a ee Se Pe ae ae oo  eeee _ a. a ee. i. Se, ae ee oe = 
a) “sy eee RF ee oo Se tem Toe es Ce ls Sateen 5 ee ee a pa! ae he feta ce eye: 7 eee artic | fer ‘ oe es i . ; : ti i fees. 
a Vega Oe EP re a er Re. oe =. aoe. oe er jas See Eline rs “oe a ‘ ee ae ae if ee es a : a ae ee 
Fee ae “ : ’ : , ‘ : . ae r = ee >i i Eee’ an Bes : Sige fas a § ee ue Og tee ee a ial ee pe ee ; 
+i Se 3 x wen Sener, oe te in ua ae Pes sahen 
56 : ag = 2 a ; J Gear: 
| dvet 
% ay -” ees 3 = 
LT oe Se - 
ar te a 
a 7 ae s : 
nt fe 
< — 
bs, aa 
i LS ** __ lis 
Ei = e wre r: * 
+ 
4 
° 
\3 
, 
A 
¢ 
; 
; 
. 
— 
ee 
Bae y i ae ee M 4 - 4 eh or : ee os : Le Fe oy ; 
MN one hie es TO en, ony! Se a Ae Pie MO ey eg lene gn te wee Pee oe ee OE SL ee ey OL eee, ee eee Sptke goes et Ce eS ada Bk has ih, car ee hee ee, Aye . Kaeo Se 3 b rae é : Ae yoo oe 
wea Cnet BOE ee Leh Ewe ae a OR Nm ret th Mee ou ae ee on at Vege eS hoa peace Ae eee at Oe oie he AZ RMN NR BREN g or ECR ae has am) Maar Rte ce BS STTR, ow Fue gee Vee i nate ity NP OCT Rein th ree ie auras sos ees Re fsb ae RN ee 
: ; esi EERE gn TIE SYS TO EOE A EA 2 SEA SEERA ROADS REBT SOME MOR EGP eI ice. RE Mae SPAN Vaan ee SO ae ST RETRY BUCCAL a Tere PUL ng esr tee a a NanLe eae i ae 


Sp i eh ia aes el, 
Ngee 


Pace 


> be: 
ard 

ilade - 
Gub ». 
ise { 
weve 

boar } 
mitt: e 


m a: 
illia 

‘presi - 
nes H 
r dis- 
1g an 
Oo the 
en in- 


for 
INE 


sales- 
alized 
space 
ading 
must 
nanu- 
ids of 
ories, 
yw to 
, na- 
. this 
new, 
selec- 
ders. 


sion 
. sub- 
lead. 
etails 


held 


VAIL- 
ation 
nases 
stan- 
ques- 
essful 
in an 
ition. 


stern 


brief 
acili- 


inois 


| 


dvertising Age, June 14, 1948 


| 


HONEY-TOASTED — Carnation Com- 

pany's subsidiary, Albers Milling Com- 

pany, is introducing the new honey- 

toasted Carnation corn flakes in II 

western states through newspapers and 
network radio. 


Carnation Corn 


Flakes Pushed 
on West Coast 


Los ANGELES—After months of | 
product testing, Carnation Com- 
pany is introducing its Carnation | 
corn flakes in the characteristic | 
red and white wrapping. 

The new product, manufactured | 
in the California plant of Albers | 
Milling Company, Carnation sub- | 
sidiary, is being introduced west | 
of the Rockies through newspaper | 
ads and network radio. 

Carnation, which recently 
moved its offices here, has planned | 
to tie in the drive with the com- | 
pany’s condensed milk throughout 
11 western states. 

Erwin, Wasey & Co. directs the 
account. 


WJZ-TV Attracts 
Four More Clients 


WJZ-TV, ABC’s New York video 
station, which will go on the air in | 
August, has signed four more | 
sponsors. 

Peter Paul, Inc., through Platt- 
Forbes, Old Dutch Coffee, Inc., 
through Peck Advertising Agency, 
F. & M. Schaeffer Brewing Com- | 
pany, via Batten, Barton, Durstine 
& Osborn, all have contracted for 
five spots weekly. Beam Prod- 
ucts, Ine., (Beam silver cleaner) 
will air one minute film shorts 
three times weekly. Time was 
bought direct. 


Algaederm Names Irvin 
Director of Sales 


Ernest Irvin, formerly general 
manager of the Inter-American | 
Orange Crush Company, Chicago, | 
nas been appointed director of | 
sales of Algaederm, Inc., Belling- | 


Loon trip | 


in the basic source 


OF MARKET INFORMATION 


xIndustrial Marketing's 
INDUSTRIAL MARKET DATA BOOK 


—— 


ham, Wash., manufacturer of Al- 
gaederm ointment and solution 
made of kelp for skin treatment. 


Markets are being developed in|The agency also wil! direct the | Progress Lithographing Company, | 
the Pacific Northwest and Mid-/|press advertising of Sterling Drug | was elected vice-president; Leon- 


west, using radio spots and news- 
papers, through Frederick E. 
Baker & Associates, Seattle. Si- 
multaneously the product is being 
introduced in Chile. 


Edward Noble Forms 
Agency in Mexico City 

Edward J. Noble, formerly with 
McCann-Erickson’s Mexican asso- 
ciate, Publicidad Elias, has formed 
an advertising agency in Mexico 
City under the name of Advertis- 
ing & Administration, S. A. Asso- 
ciated with Mr. Noble are Horacio 
Casasus, lawyer, who is president 
of the company; Charles B. Wo- 
ram, head of RKO’s Churubusco 
Studios and a member of several 
local picture financing and produc- 
tion companies, who is director, 
and Ryland Madison, head of Pro- 
ducciones Comerciales, S. A., tele- 
vision and movie unit. 

Accounts to be handled by the 
new agency are La Consolidad, in- 
dustrial steel company; Aerovias 


itol Records, Delaware Punch of | 


Henge newly formed airline; Cap- | 
‘America and other food accounts. | 


| International. 
‘Scott Paper Promotes | 
Duff and Prescott | 


G. A. Duff, assistant advertising | 
| manager of the Scott Paper Com- | 
| pany, Chester, Pa., since 1941, has | 
‘been appointed manager of public | 
|relations, a newly created position. | 

Theodore W. Prescott, assistant | 
j}to the retail sales manager for) 
the past two years, has been ap- 
pointed assistant advertising man- | 
| ager in charge of retail advertising | 
jand promotion. He has been with 
the company since 1935. At the)! 
same time the company named | 
Fred W. Witt, Buffalo industrial | 
district manager for Scott, assist- 
ant advertising manager in charge | 
of industrial advertising. 


Cincinnati Admen Elect 

| Theodore Brown, president of 
Perry-Brown, Inc., has been 
elected president of the Advertis- 
ers Club of Cincinnati, succeed- 


| 


ing Albert L. Morse, advertising 


director of the Goodall Company. | 
Ed Sunderman, sales manager, | 


ard Dahlman, vice-president, Ad- 
vertisers Engraving Company, 
treasurer, and Harry Ewry, sales | 
manager, J. W. Ford Company, | 
secretary. 


FREE ®: gure to see 
BANKADS bank 
advertising service. Every 
ad illustrated with timely 

catching photo. Com. 
D with copy and type 


book No. 203. No obliga- 
tions. EYE*CATCHERS, 
10 East 38th St., New 
York 16, NY. 


O. A. FELDON & ASSOCIATES 


Publisher’ Representatives 


185 North Wabash Avenue 


Chicago 1, Ill. 


Dearborn 5272 


Do Your Display Materials 
Get in the Dealer's Way? 


S your display wrong in size, shape or purpose so far as your dealer's 
business 2s concerned? Sometimes this happens quite unexpectedly. 
Stores change. Yet if interior display 2s to reach the shopper's eyes, 
at must have desirability and usability in the dealer's eyes. 


You can't trail along on old ideas. Your dis- 


plays must fit in with modern merchandising. 


It pays to study dealer preferences. The objec- 


tive of any planned display is to insure use in- 


stead of waste. It’s so perfectly obvious that 


you would think no one would forget it for a 


second. But, watch the display material that's 


used — by dealers in your line 


- see for your- 


self what znvites use. Learn. . 


what prevents It. 


.if you can... 


It's surprising how many 


dealers are supremely display conscious when 


the material pleases them and 


fits the situation. 


Size is tremendously important. You've got 


to check constantly if you 


nate waste 


investment. 


get full value 


want to elimi- 


for your display 


McCandlish works with advertisers in two ways: 


‘ ce ah ER Tete ie om ie a NO 
a Page Reg SPIES eS APG oh PES oo Gee Ne 


1. We originate displays on request 
and carry them through from start to 
finish. 2. We work with advertisers 
and advertising agencies who have 


already developed their display 


ideas. We cooperate here with our 
experience and the ingenuity of our 
detail construction department, plus 
our special ability to give faithful 
reproduction. 


McCANDLISH LITHOGRAPH CORPORATION 


LITHOGRAPHERS OF POSTERS & ADVERTISING DISPLAYS 
ROBERTS AVENUE & STOKLEY STREET « PHILADELPHIA 


< ia 
" 

a 
7 


_S We ee a 5 et ee ee ae ae as ees Aircast te a aan ae a ie icy oes ee eee haere % Ye = 
: a eee? Sia Abe 4 ; a Baa nin te . ies FEL as age ie a er Te) i eee wee ee ai oo ate cash ae a a Wier ae oe eee ; ; p ee ey) ee A 
1S as an 
ic 
. - | eS 
ym ‘4 i : ; j ; g setu 4 Do | : J 
: pe Me ee ’ Ae, 
, oo ‘ ik 2 oe i ay 
<<) ) Ae &§ iat ee. 
SE Bape t Stay a 
j iS 1 
aa et . - $ _ _—_-_e-—e— eee ee ‘ig "4 
Amed wordy avene ‘ =~ at’ whow! 2 OF | i 
lant i . E i 
= woe: 
ao 
ee 
“etal 
: — 
anc. C 0 st i 
= A KE S ws 
; F L be as 
ae i y a 
A.M. eee ae 
0 ap- cree 
er of ee | 
pany, m 
| 
ee 
—EEE | 
| ° 
| PF ee PY Pe 
' ; = 
i ee 
a : 
. 
ie 
7 OOOO 
Hie . 
13 ; 
= Po | 
| 
es 
| 4 pai oe 
: ; 
ee PO Po . 
' 
Te i. : 
za Pe. | 4 
Te ee 7 
Bip 2) = 
z= “pees - 
ae 25,5 1% 
fae 
Bee oe, 
. Be a 
te oie 
ie ert 
stra : ihe ee 
un | : ‘ee ca de 
' II II ii II0III(_ I Peo he 
and } } Pits ae ae 
de Aig 
| "CoH Lys - 
-Or j gs YA ee eit 
; ~\ a “~~ ‘« —_—a 
% N aa 
tai s is ‘4 : ss = 
| Fa - a ir 
ising | f é _~ We 7 
; a . } a 
TiN i ; —_ r,!, 
, inpustRint MARKETS —_— i 2 ee o 
| ; Rese : ed | 4 woe 
— } poets | = - , a oe 
ae. hie € eed J 7 * 
—— | (eeereer « \\__ ay’ as 
——|| § Marker DATA BOOK y ~< y ee 
4 ; \ ‘ y AS 
) | ee , 4 
tions ' \% ss 
: \% SSS SSD 
1 for ! \¢ | 
P | \$ 
jirec- | \# 
and \ 7 
‘ m 
r PR \% aa 
snity \ ae 
e tk \ aa 
~ @ > | _ 
nent \4 SS ae. 
— , ,! 
tart —_—_———— ns 
ino Po — = 
— ihe = 
ie 
 . 
Psat i 
ie eee es Te ee ate Phen & Ney / leat ; : i rere Sg 


5 ag 


ae oe eas 


He'd Change the ‘LHJ’ 
Womanpower Slogan 

To the Editor: After reading 
Mr. Hollingworth’s story in ADVER- 
TISING AGE’s May 31 issue—about 
females’ importance to automobile 
manufacturers, in which he said 
that the estimate of the percent- 
age of sales influenced by women 
is generally accepted to be be- 
tween 50 and 60—I wondered if 
he had accidentally taken the 
wrong hormone tablets. 

Many of the surveys taken to 
determine the male vs. female im- 
portance in the selection of a car 
have had two basic faults: 

(1) The survey is made through 
dealers, whereas anyone must 
know that by the time a couple of 
men or women enter the dealer’s 
show room the decision on the 


This department is a reader’s forum. 


Letters are welcome. 


|make of the automobile has al-| Advice to Copywriters: 
|}ready been made. ‘Ss ith P ~~ e 
(2) There is a big difference be- peed ‘wi recision 
‘tween the selection of make and| To the Editor: The enclosed 
| model of an automobile. |advertisement, for Burlington 
| The fact is that the man has be-| Mills (Time, May 17) may sug- 
tween 80 and 90% influence on) gest a thought to you for editorial 
the make of a car and between 70| comment. Perhaps you have also 
|and 80 on the model. noticed an increasing tendency 
| Mama comes in for color, up- | 4mong modern copywriters to 
holstery, seat covers, etc. Some/ grind out copy with too much ac- 
|people are being hoodwinked a-j| cent on speed, and too little on 
plenty by the clever propaganda|care and consistency. 
| “Never underestimate the power| Unless I am getting too old to 


|of a woman.” remember clearly what I learned 
| 


be told women’s influence in the | Steal Eli Whitney’s cotton gin be- 


Wake up, men—it’s time to call a | frantic,” but because the contrap- 
halt. 
| wrench in the economic machin- 
‘ery of the South. Many of the 
|southern cotton planters, for ob- 


GiFrrorpD W. PLUME, 
Advertising Manager, True, 
New York. 


San Francisco’s Garriage Trade 
is Practically EVERYBODY* 


*Sales Management’s latest Survey of Buy- 
ing Power shows that San Francisco has 
the biggest per capita net effective buying 


income 


of the nation’s 200 largest cities! 


cette i 


AND ONE COLUMBIA STATION 
SERVES THEM ALL 


os 


Represented Nationally by Edward Petry & Co. Inc. 


Pacific Agricultural Foundation, Ltd 


San Jose, Californie 


The next thing we know we’ll| in grammar school, “they” did not 


} 


purchase of trucks is some 80%.| cause “demand for it was so) 


tion was viewed as being a helluva | 


The first time Eli Whitney demonstrated his 
cotton gin—to a small group of planters —the 
news traveled fast. Demand for it was so frantic 
that, shortly after, it was stolen from a locked 
shed! And gins made by local blacksmiths sprang 
into being all over the south. 


In its eagerness, the world not only beat a path 
to Whitney's door, but ripped the door from its 
hinges! 

Certainly an extreme—and not to be endorsed. 
Yet it illustrates how highly the better product 
has always been valued in America—the better 
product which flourishes best in the American 


climate of Free Enterprise. 


Advertising Age, June 14, 1942 


Why did they steal 
Eli Whitney's Cotton Gin? 


This is the same Freedom of Enterprise that 
made it possible for Burlington Mills to stake its 
future on another great invention —rayon. And 
having backed rayon, Burlington was left free 
to develop it in every way and for every market. 


How well Burlington Mills succeeded, is evi- 
denced by the millions of yards of Bur-Mil* fabrics 
that have gone into millions of American homes. 
And by the fact that today, Burlington Mills is 
one of the world’s largest producers of textiles. 


Most important, though, Burlington realizes that 
only by continuing to make its fabrics more de- 
sirable to more people, can it continue to earn 


the rewards of Free Enterprise. 


Burlington Mills SS 


the Life of America 


CRITIC DISAGREES—Agencyman Bowman Kreer takes exception to the his- 
torical statements in this institutional copy, and in the accompanying letter urges 


“meticulous care’ 


* in such efforts. 


vious reasons, did not want the| 
cotton-picking operation to be 
speeded up, did not want the gin 
to displace slave labor. They saw 
Whitney as a Yankee interloper 
with no understanding of their 
problems, and they stole his proto- 
type, not “in their eagerness,” but 
to prevent its being put into use. | 
It was not until two years later, | 
in about 1794, when Whitney was | 
having patent trouble and the de-| 
mand for U. S. cotton really | 
boomed, that the local black- 
smiths began to copy the gin. 
Here is an example of clever-! 
ness in copy backfiring, to the 
embarrassment of the advertiser, | 
to the chagrin of the copywriter | 


/and to the detriment of the insti-| 


| tutional success of an institutional | 
j}ad. A few minutes’ quest, on the | 


|idea prompted an intriguing head-| 


| 


| 


| 


| 


| 
| 
| 
| 


part of this copywriter, would| 
have showed him that while his’ 


line, he could not tie the idea and 
headline to his “build a _ better 
mousetrap” analogy for Burling-| 
ton. 

If copy chiefs and group heads 
in agencies today would strive to 
pound the importance of meticu- 
lous care into the heads of their| 
young writers, I think far more | 
would be accomplished toward} 
the goal we’re all interested in. 
Speed, with precision, one 
thing. Speed, with no thought of 
accuracy, is entirely another. 

BOWMAN KREER, 
J. Walter Thompson Com- 
pany, Chicago. 
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Sends a Dose of Ozone 


to the Creative Man | 

To the Editor: Your Creative 
Man in his May 28 Corner, cries 
out in lonely anguish that he is 


is 


‘completely perplexed by cigaret | 


advertising. The Camel copy, he 
Says, is completely phony. 
The trouble with Creative Man | 


is that he is suffering from an} 


/advanced case of Cigaret Hang-| 


over. 


What he needs is to get! 


|those harsh, irritating ingredients | 


| haling 
|Perhaps with a non-communica- 


out of his T zone. He should cool 
off his hot, moisturized brow by 
taking a nice quiet walk and in-| 
some unfamiliar ozone. | 


j 
| 


tive friend, like Willie the pen- 
guin. Or with a man who knows 
tobacco best, like me, for in-| 
stance. 

I hate to brag, but I happen to| 
be a cigaret expert. True, I have! 
never worked for a cigaret eom-| 


| pany; nor have I ever been em- 


|ployed by an advertising agency | 


with a cigaret account. No, r| 
don’t smoke cigarets. But that’s | 
only because the smoke always | 
chimneys up my nose, the to-! 
bacco crumbs work up under my | 
dental plates and I am forever | 
burning holes in other people’s | 
doilies. That rich, full-bodied | 


aroma you notice emanating from |—emancipated 


my Gimbel tweeds was soaked up 
on courageous excursions into that 
present day feminine stronghold, 


|spread acceptance 


| simply 


the smoking car. I became a cig- 
aret expert by reading the cigaret 
ads in the time I normally would 
have spent looking for ashtrays 
and asking people for matches. 

Creative Man’s pained observa- 
tion that the Camel copy he re- 
viewed is completely phony from 
the top of its “More People Smoke 
Camels” head to the depths of its 
“More Doctors Smoke Camels” 
bottom—in short, a complete and 
glittering specimen of agency 
manufacture. And what cigaret 
advertisement or advertising cam- 
paign is not? And what’s so wrong 
about that? 

Cigaret advertising can con- 
ceivably be considered an almost 
pure form of ivory tower adver- 
tising. No wrestling with bul 
headed behemoths in Sales De- 
partments; no exhausting menta 
jousts with exasperating engi- 
neers who are forever insisting 
that ads make sense; you just 
dream up the stuff. 

Maybe that’s why 
advertising is so good. 
teresting. Of course, it’s unreal! 
because it subtly exploits the 
pleasant form of escapism know: 
as cigaret smoking. So before we 
go bleating around about the 
forced phoniness of cigaret ad- 
vertising, let’s do an ivory towe! 
research job on cigaret smoking 
the end to which cigaret advertis- 
ing is the persuasive means. 

Cigaret smoking is a habit en- 
joyed by millions. Its wide- 
is a natural 
phenomenon. Cigaret smoking 
burning vegetation, the 
vegetation that is inside the wrap- 
per, and the vegetation of whic! 
the wrapper itself is made. 


all cigaret 
It’s all in- 


30th 


|are eventually consumed when 


match or a lighter is applied t 
one end and a pair of lips to th: 
other. 

Now, there are a lot of 
meanies around whose perverte 
thinking about the whole cigare' 
subject takes such uneconom! 
twists as these: Think of 1! 
extra tons of food for humans an 
for meat animals which could | 
grown on the thousands of acr: 
now devoted to cigaret tobac« 
Think of the thousands of need: 
veterans’ homes that could 
made from the wood chewed i! 
pulp for cigaret cartons, new - 
print for cigaret advertising, d) 
play pieces and applause signs 
cigaret radio shows. 

But such loose thinking per 
our American way of life. Peop 
who talk that way should | 
given some cruel form of pun- 
ishment, such as trying to get of! 
the cellophane wrapper with on‘ 
hand tied behind them, or bein 
forced to smoke eight cartons 
day without inhaling. 

What do we care if cigaret ad- 
vertising is phony, if it is. Loo 
at what it has done to our wome 
them—b rough 


1 
Ul 


them up to our social level. No’ 
they can blow smoke in our face 
too! Cigarets have done more f°: 


i. 


dvert 
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minine allure than all the glam- 
‘izing gadgets in the beauty 
ilons. From bust-less sub-deb to 
irple haired dowager, the chain 
noking sex has hair with that 
weet, sweet scent of last week’s 
utts; fingers with that fashion- 
ible nicotine stain; teeth with that 
vecoming yellow discoloration and 
m their breaths a haunting frag-| 
ance vaguely reminding one of | 
he bottom of a bird cage. 
Every advertising man owes a/| 
iebt of gratitude to cigaret adver- | 
ising. It has provided a mam-| 
noth laboratory experiment in in-| 
licting the wishes of a few manu- | 
acturers on the minds of the’ 
smoke befuddled many. It is the’ 
saudy, raz-ma-taz side show of 
idvertising which attracts paying | 
customers to advertising’s main | 
tent housing thousands of pro-| 
saic products. | 
Advertising associations assem- | 
bled in solemn conclave this sum- | 
mer should bend their gabardines | 
in gratitude and pass pious reso-| 
lutions for what cigaret adver-| 
tising has done to get the adver- 
tising profession talked about. 
Think of all the other advertising 
that would be picked upon by the 
amateur critics if cigaret adver- 


tising did not stand there so con- | 


veniently colossal and inviting! 

Creative Man sounds like a nice 
enough guy. Can’t something be 
done to keep him from doing 
something desperate? Don’t let 
him lose his faith and expect 
something different in cigaret ad- 
vertising. 

Let him ponder how it has ele- 
vated the ancient art of auction- 
eering. Have him think of all the 
ulcer specialists it has made happy 
taking care of unhappy cigaret ad 
men. 

Cigaret advertising completely 
phony? Not so loud, Mr. Barnum, 
not so loud! We heard you the 
first time you rolled over. Yeah, 
we know—it’s fun to be fooled. 

H. E. Fry, 

Advertising - Publicity Man- 
ager, North American Philips 
Company, Inc., New York. 

oe FH 
Clips and Saves 
‘Salesense’ Series 

To the Editor: I’ve just read 
James D. Woolf’s article in Ap- 
VERTISING AGE, issue of April 26, 
ind wanted to compliment him on 
ts soundness and common sense. 

I am following the entire series 
and am clipping them out. They 
are all good, but I think that this 
one is exceptionally keen. 

. Victor O. ScHWwas, 
Schwab & Beatty, New York. 
vgy¥s i? 
Geometric Patterns 
Serve Three Ways 

To the Editor: Chuckles, even 
belly-laughs, sometimes go hand 
in hand with coincidences—par- 
ticularly when an 18-month-old 
Bronx Zoo orangutan shows up 
one morning peeking at you 
through the cover designs of your 
favorite direct mail piece—at least 
in excellent likeness of your lay- 
ut. So thought Walter Stern, our 

ackaging director, who called it 
‘Oo my attention. 

Stern employed three basic geo- 
ietric designs, a triangle, square, 
nd circle for the cover of a four- 
age, four-color direct mail bro- 
nure which has been sent to 
nousands of advertising and mar- 
eting men and editors over a 
eriod of the last seven months. 
‘fhe phrase “Design Increases 
sales” (only copy on the brochure 
ver) was placed within the 
nree basic designs—one word in- 
ide each design. 

Stern was pleased with what he 
msidered to be a “distinctive 
id dignified” design theme. ; 

fact, he felt he had a really 
naginative direct mail piece that 
ould one day cop some typo- 
aphic and design award. So 
lagine his amazement when the 
ime three designs showed up in 
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APE FINDS THE HOLES—Aft left is Barnes & Reinecke's direct mail piece cover; 

center, Newsweek pictures of an orangutan taking an intelligence test show the 

ape making the most of the three design forms, and right, a Kaiser-Frazer page 
uses the same forms to put over its story. 


asperated perplexity. 


| 


the Jan. 26 Newsweek with a!zoo inhabitant, though. He still | 
very much alive orangutan stu-|admired his brochure, monkey or | 


diously doing his geometry home-| no monkey. And he was sure he 


work while revealing signs of ex-| nad a good design a few months | 
later when even Kaiser-Frazer | 

The B&R packaging expert was | popped up with the identical de- 
not to be discouraged by a mere|signs displayed in a full page in| 


| incidences, 


the Chicago Tribune May 24 as 
part of a nationwide campaign 
featuring “True Functional De- 
sign.” 
J. E. BORENDAME, 
Manager, Advertising & Pro- 


motion, Barnes & Reinecke, 
Inc., Chicago. 
a 
Makeup Makes It Tough 


for Old Chief's Advice | 


To the Editor: Speaking of co-| 
this is one for the)! 
book! 

With Old Chief Smokum in the! 
La Palina ad saying, “O.K. to 


| drink like fish, if you drink same 
thing fish does” and with a bour-| 


bon ad to the left and a beer ad 
to the right, certainly must prove 
something. 

Thought you would be inter- 
ested in receiving this tear sheet 
of today’s Chicago Tribune. 

R. J. Scorrt, 

Schwimmer & Scott, Inc., 
Chicago. 


SIGNS OF LONG LIFE" 
FOR QUANTITY BUVERS 


THE ARTKRAFT* SIGN CO. 
Division of 


Artkraft® Manut ring porati 
900 Kibby St., Lima, Ohio, U.S.A. 


“Tredemerts fog US Par OF 


NO 


SAVE 50% of your, Com 
Costs on 
Hs ‘bce at Ss 


installation manuals. 


ACCURATE COMPOSITION SERVICE 


eer Ph. HAR 9634 — 542 S Dearborn St 


Chicage um 


SCORES 


In ARF Survey 


Quick, Easy Attachment cf implements 
Plus Ford Hydraulic Touch Control 


Ase oP ve pastes, cages onee = 


The black - and - white 
International Harvester 
ad was a close second 
— 76% of the men and 
43% of the women. 


Top advertising reader- 
ship was for a Ford 
Tractor — Dearborn Im- 
plements color ad— 
77% of the men and 
457% of the women. 


of Farm 


amen 


One of the ‘best read” 
pages (men 86%— 
women62%) contained 
a feature story on a hay 
finisher installation in 
a Vermont barn. 


Write For Copy 


on your Firm Letterhead 


Want to know what REALLY 
interests the New England farm- 
er —and his wife? Advertisers and 
agencies will find surprising and 
enlightening facts in Study No. 
5 of the Continuous Study of 
Farm Publications. This one is 
the NEW ENGLAND 


on 
HOMESTEAD which covers bet- 

ter than 4 out of 5 farm families salad 

in New England. This study, NEW ENGL 


sponsored by the AAAA and 


HIGH! 


Readership 


me 


Top score of all was 
the whopping 94% 
women’s readership 
given the first page of 
the women’s section. 


the ANA, uses highly respected 


interviewing, qualifying kit, and 
sampling techniques. It should 


market. The 
NEW 
STEAD urge 


promote even greater effective- 
ness in advertising to the de- 


pendable New 


England farm 
ublishers of the ‘ 


ENGLAND HOME- 


you to acquaint 


yourself with this unbiased study 
of Farm Paper Readership by 


writing for a free copy today. 
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Gilbey'’s Gin Launches 
Summer Cooler Drive 


National Distillers Products 
Corporation, New York, will use 
more than 170 newspapers this | 


summer for Gilbey’s gin, using | 


| through August. 


| Dillingham, New York. 


The agency is Lloyd, Chester & 


| Newspaper Admen Elect 


Robert Sprague, advertising 


one-column and half-column ads. | Manager of the Oregon Statesman, 


Weekly insertions will 
eight consecutive weeks in any | 
one newspaper. The campaign 
began this month and will run 


@ EXPORT @ 
TRADE « SHIPPER 
Circulates in the U. S. A. 
it is read 
by Export Managers 
of 


LEADING AMERICAN 
MANUFACTURERS 


run for|Salem, Ore., 


has been elected 
| president of the Pacific Northwest 
|Newspaper Advertising Execu- 
tives Association. Other officers 
are: Webster M. Ruble, advertis- 
ing manager of the World, Aber- 
deen, Wash., vice-president, and 
Arthur B. Wallace, national ad- 
vertising manager of the Portland 
Journal, secretary-treasurer. 


Witmer Appointed 

Wallace Witmer Company has 
been appointed exclusive national 
representative of the Delta Demo- 
crat-Times, Greenville, Miss. 


McCann-Erickson Moves 


The Portland, Ore., office of Mc- 
Cann-Erickson has moved into the 
new wing of the Public Service 
building. 


in the Number 


1 AUTOMOTIVE 


REPAIR and MAINTENANCE MARKET 


Resigns: AE 


_— for Givertiates, 


THE AUTOMOTIVE BUSINESS MAGAZINE 
572 MADISON AVE., NEW YORK 22 * FOUNDED IN 1903 


Art Directors 


Production Men 


Advertising Managers 


Have you received a copy 

of this handsome portfolio 
containing expert demonstrations 
of advertising art and 


engraving techniques? 


The Vocabulary 


of Advertising Art 


Copies are still available 


with our compliments. 


Please write 


on your business stationery to: 


COLLINS, MILLER & HUTCHINGS, Inc. 
207 No. Michigan Avenue, Chicago 


Down-to-Earth 
Formulas Presented 
for Saving Dollars 


By FRANK T. TUCKER 


Director of Advertising, 
B. F. Goodrich Company 


In checking results of advertis- 
ing I have always envied the ad- 
vertisers of products which are 
purchased so frequently that they 
can trace quickly the results of 
their advertising. In Akron we 
are not so fortunate. Our main 
product is the rubber tire, and we 
have been improving the quality 


How B.F. Goodrich Cuts 
Cost of Its Advertising 


| that can save some of us lots of 
money. 

Like many of you, we get Starch 
readership reports on most of our 
magazine ads. While we realize 
that these reports are but straws 
in the wind, we take them rather 
seriously and we chart the results 
by publications and by competi- 
tion, with a miniature photo of 
each ad placed at the top of the 
readership bar chart to help us 
in the study. We have learned 
from these studies that there are 
really no dull subjects—not even 
tires—but that there are some dull 
writers. And dull writing costs us 
lots of money. So probably our 
No. 1 formula for reducing adver- 


National 
groups, are so down-to-earth 


Many of Mr. Tucker’s 
| are highly controversial and 

universally accepted, but 
careful attention since they 


thinking of one of the country’s leading 


advertisers. 


that they are reported here in full text. 
recommendations 


they deserve 


The formulas for reducing advertising 
costs which Frank T. Tucker, director of 
advertising, B. F. Goodrich Company, has 
recently presented to the Association of 
Advertisers and various other 


and specific 


will not be 


‘ 
, 
f 
: 
& 


mirror the 


creasingly infrequent intervals. 
reduced more than 70% in the 
last 25 years, coming down from 
$2.35 to 58 cents per thousand 
miles. 

Our passenger car tires today 
wear longer than prewar tires and 
we are now selling car owners the 
most popular sizes of our Silver- 
town tire at less than prices in 
prewar 1939, and at less than the! 
prices of a year ago today. 

That achievement has been made 
in the face of rapidly rising costs 
of labor and raw materials and it 
|has made necessary the exercise 
|}of rigid economies in all phases 
of manufacture and distribution. 
We have had to practice some 
rigid advertising economies in the 
| past, and as I look over the grow- 
ing pile of publication rate in- 
creases scheduled for this spring 
|and stagger under the load of price 
| increases for art, engraving, paper 
and other production expense, I 
|realize that in our own operation 
we are going to have to wage a 
more intense fight than ever on 
the spiraling cost of advertising. 

Six ‘R’s’ 

Since we all face new, high 
break-even points today, I thought 
it might be good skull practice for 
all of us to check over some of the 
points on the cost reduction list. 

I have grouped some formulas 
that we follow and some that we 
|'should follow under a half dozen 
subjects along the lines of the 
‘three “R’s”—reading, ’riting and 
|’rithmetic—that we used to study 
'in school. 
| In this case, I have six “R’s”: 
|— Readership, Reputation, Re- 
‘search, Repetition, 
|and Retailing. 


1. READERSHIP 


We can waste a million dollars 
pretty fast if our advertising is 
jnot read. Space, paper, ink, la- 
‘bor cost too much today to waste 
on advertising messages that are 
overlooked. 
department, we follow carefully 
the Continuing Studies of News- 
;paper Readership, 
after year point out the advan- 
tages of informative editorial tech- 
niques in advertising copy as con- 
trasted with conventional adver- 


| tising techniques. That’s a formula 


The cost of tire mileage has been | 


Reproduction | 


That is why, in our) 


which year’ 


tising more interesting, for we 
| must first get it read if we expect 
it to produce action. 


2. REPUTATION 


We have learned the importance 
of Reputation to an advertiser— 
how we can cut advertising waste 
by making our advertising thor- 
oughly honest and realistic. It is 
hard to measure the damage done 


| It doesn’t increase only the cost of | 
jour own advertising, it increases 
|the cost of advertising for all ad- 
|vertisers. It destroys public con- 
fidence in advertising. We have 
found that we might just as well | 
save our money as run an ad that | 
does not ring true. The ones that | 
do, we feel, build good reputation 
for the advertiser. 

We try to reduce our advertis- 
ing costs by making our copy sell | 
not only the product advertised | 
but also the good reputation of the 
manufacturer. When you make, 
as we do, some 30,000 different 
products, it just is not possible to! 


by advertising that is not believed. 


Advertising Age, June 14, 18:8 


|advertise all of them. So we :-y 
to make each advertisement do ts 
part in building a reputation 
‘the company, in building acce; 
‘ance for all of the products th .{ 
= the B. F. Goodrich name. 


3. RESEARCH 


In reducing advertising costs v 
have all learned the importance 
Research. In our company oi: 
Business Research Department 
as important to us as our agencies 

Research has shown us how ‘¢ 
reduce the number of magazinc: 
we have been using, and, prop- 
erly worked out, that is one of the 
quickest ways to make importan: 
advertising cost reductions. [| 
points the way to cuts in weak or 
secondary media. 

Research has shown us the 
economy of using a few horizonta! 
publications instead of many ver- 
tical publications in the many 
fields where rubber is used. There 
is plate saving as well as space 
saving there. Research has shown 
us the high cost of magazine 
duplication. If you have a cam- 
paign that is getting good reader- 
ship in two or three publications, 
‘your media research men can 
‘show you how fast the cost per 
‘reader goes up as you add other 
|/magazines to your list, although 
|we always try to keep in mind 
the value of repetition when we 
|jump on the cost of duplication. 


Check Value of Position 


Research shows the importance 
of position in magazine advertis- 


of that product so rapidly that our | tising costs is to make our adver-|ing. We do not especially like 
customers now buy them at in-| 


Page 1, that page opposite the 
second cover. For one thing, in 
most of the big magazines it is 
|impossible to use color there, and 
some of our products just have t 
be shown in color. But we use 
Page 1 whenever we can get it 
because our research people have 
shown us charts like Chart 1, an 
‘analysis of readership based on 
‘the different positions of a lead- 
‘ing weekly magazine. The longest 


OF DIAMONDS 


RIGHT IN YOUR OWN BACKYARD 


There’s untold wealth at your elbow! 
|15 million Negroes spend 10 billion 
| dollars a year on every type product! 

Reach this big i ty Fe ic through 
| the Negro poe For information write 
Interstate United Newspapers, Inc., 545 
| Fifth Avenue, N. Y., serving America’s 
leading advertisers over a decade. 
NOTE: We now have facts compiled by the 
® Research Co. of America on brand 
preferences of Negroes from coast to coast. 
Write now for this free information. 


stock 


MAIN OFFICE 
ATTLEBORO FALLS, MASS. 


The MASON MAILMASTER 


SAFETY 
WIRE CLASP 
SAVES PAPER, 


TAPE, TIME 


... for 
Postal Shipments 


No Wrapping—No Tying. 
65 sizes — 1,000,000 boxes in 


for immediate delivery. 
—Send for Catalogue. 


Waccn BOX COMPANY 


NEW YORK OFFICE 
175 FIFTH AVE. 


FACTORIES: ATTLEBORO FALLS AND TAUNTON, MASS. 


MANUFACTURERS OF A COMPLETE LINE OF SET-UP BOXE> 
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OBSERVERS PER DOLLAR 
FOR DIFFERENT 


POSITIONS 

POSITION MEN WOMEN 
Pack NOPPOBTE 2ne COVER) cu +2 80 y jae 
Pact OPPOSITE SPECIA FEATURE 1 vee 
secon Coven am me | ses 
onee? A ee se ; “ 
act 3 OR _ie | 90 
WEXT-TO-LAST Pace | we | “=| 30 
rourTw cover re i” io 
pace 8 | ‘ae | er fase 
raimo COVER rr a | ex» 
ACKT FIVE ADVERTISEMENTS | a | o | 283 


aun OF - COOK | ee | ' “7 | ess 

POSITION—Page | is the best buy for 

readers-per-dollar, Goodrich believes. 

But other advertisers dispute this con- 
tention. 


bar shows that the most observa- 
tion per dollar is on this page op- 
posite the second cover. We are 
unable to use color there, so like 
Philco and others who share those 
positions with us, we have to use 
black and white, and that auto- 
matically saves the cost of color 
plates. 

Research shows us the economy 
of newspaper coverage in large 


the “Wonder Book of Rubber,” 
'which we “wondered” if anyone 
‘ever read, into a cartoon book, 
'which cost one-third as much to 
print, and which we know that 
both kids and vice-presidents will 
read. (See illustration on Page 63.) 


4. REPETITION 


Research has shown us the im- 
portance of Repetition in reducing 
advertising costs. Our company 
uses practically all widely-used 
advertising media except pro- 
grams, yearbooks and Goodyear 
blimps. On programs and year- 
books we turn the solicitors over 
to our treasurer, who handles 
company donations, and if any of 
them are bought, they are charged 
to donations—not to advertising 
—and that departmentally reduces 
our advertising costs. 

We have many different adver- 
tising campaigns running on our 
various rubber products, shoe 
products, plastic products, and 
the products of our chemical com- 
pany. But the one campaign that 


| 
| 
| 


CHART 2 
MILLINE RATES AND 
CIRCULATION 


+ 


eshead | T - ———— T ey 


COSTS GOING UP—Milline rates go 

up as circulation of newspapers goes 

down, Goodrich chart shows. But the 
reverse is true of ad observation. 


seems to be more talked about 
and written about is the magazine 
series, fathered by our national 
advertising manager, H. E. Van 


Petten, a series we refer to as 


our “Development Campaign.” It 
covers our industrial products 
lines. You may have seen the ads 
up in the front of Time, News- 
week, Business Week and other | 


publications. We have some fine | 


| reactions to that campaign, but if | 
|there is one basic reason for its 


success it is, I believe, not the 
headlines, which we think are 
pretty good, nor the pictures, nor 
even the interesting story form 
copy. It is probably the fact that 
this campaign is now in _ its 


fourteenth year. if 


14 Years—No Layouts 


One of the greatest wastes in 
advertising, in my opinion, is | 


61 


changing the copy theme or the 
advertising format before the 
public has really had a chance to 
get acquainted with it and to rec- 
ognize it easily. 

Another great waste is_ the 
waste of inadequate advertising. 
I cannot say that by increasing 
the frequency of our messages we 


© FILLING-IN 
OGRAPHING 


: ADD ——— 255 Gees 
fn wesze NEON ro 
THE LETTER SHOP, Inc. 
431 6. Dearborn St., Chicago 5, Illinois 


THE Oty STATION 
_ THAT COVERS BOTH 


HALVES OF THE 


“VANCOUVER AREA ” 


markets versus small markets, 
shows how rapidly the milline 
rates go up as the newspaper cir-| 
culations go down. (Chart 2.) 

But research also shows us that 
we can get about the same reader- 
ship with a 300-line advertisement 
in a small city newspaper as we) 
can with a 500-line advertisement 
in a large city newspaper, so we 
follow the formula, as I believe | 
most of you do, of running smaller | 
advertisements in the smaller city | 
newspapers, thus leveling off to, 
some degree the curve of that! 
milline rate chart. 

We have been particularly in- | 
terested in the Continuing Study | 
of Newspaper Readership and be-| 
lieve we have found some real 
economies as a result. The Con-| 
tinuing Study shows as good or| 
better readership of ads with pho- 
tographs as ads with drawings | 
and we find that we can save a/| 
great deal of money by using rela- | 
tively inexpensive photos instead | 
of more expensive drawings. The 
study also indicates better reader- 
ship of ads that have one major 
dramatic illustration than of ads} 
with several minor pictures. And 
one picture often—not always— 
costs less than several. The Con-| 
tinuing Study shows the low read- | 
ership of ads with reverses, (we. 
‘an save some art money there) | 


foons, so we turned a conventional | 
‘namel-stock school book called | 


— ——— | 


WORKING 


on your Fall | 
Radio Schedule? | 


* | 


Then you need 
the latest data 
ona 


successful philosophy 
of network coverage 
and a new concept 

of Network Service 


* 


rite Box 7095, Advertising | 
Age, 330 W. 42nd St, | 

New York 18, N.Y. 
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ind the high readership of car-| ~ 


his Unique Readership 


of Management Executives 


NATION-WIDE or SECTIONALLY 


Advertise for the ““YES” that gets ACTION .. . through the pages that decision- 


making executives value more highly than any other publication 


HETHER your market is con- 
fined to the East or the West, 
or stretches clear across the coun- 
try — here is the low-cost way to 
reach business and industrial 


leaders. 


Active top-management men 
depend daily on The New York 
Journal of Commerce or the Chi- 
eago Journal of Commerce. For 
business-news 
features and the local spot news of 
their own business area. They are 
not merely financial papers — they 
are the only complete daily busi- 
ness newspapers published. 

The Journals of Commerce hold 
the confidence of 75,000 subscribers 
who pay $20 a year to read it. A 
proved readership of more than 
200,000 presidents, vice-presidents 
and other production, purchasing, 
sales and traffic executives. 

J-of-C circulation represents the 
highest concentration of business 
and industrial decision-making offi- 
cials now available for advertisers. 


The Journals of Commerce 


exclusive national 


Natio 


Che Journal offommerce — 


53 Park Row, 


AD 


MANAG 


NEW YORK 
New York 15, N. Y. 


EMENT’S 


Do you advertise a business prod- 
uct or service? A commercial or in- 
dustrial commodity? A consumer 
product with a top-income market? 
Do you have an institutional mes- 
sage for top management? 

Write or telephone for the Story 


n-wide concentration of Top Management 


in 
decide, 


of the Greater Journal of Com- 
merce Market and rate cards. One 
order buys either or both, for see- 
tional or nation-wide coverage. 
Get to the men who DECIDE .. . 
the dailies that HELP 


them 


Are 


. SE 


A Few of Thousands of 
J-of-C Advertisers Who 


Commercial Solvents Corp. 
Corn E 
Mohawk Carpet Mills 
Armour & Company 
Burroughs Adding Machine Co. 
Firestone Rubber & Tire Co. 
Eastman Kodak Company 
New York Life Insurance Co. 


Royal Typewriter Company 


Also Subscribers 


xchange Bank Trust Co. 


Chicago Sournal of Commerce 


12 East Grand Ave., Chicago %, Ill. 
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will definitely reduce our adver- 
tising costs, but I do believe that 
repetition is a most important 
factor in advertising cost reduc- 
tion. 

But here is a saving I feel sure 
some of you can make: You know 
how much it costs to make a lay- 
cut of an advertisement. Well, as 
you can see by looking at this 
series of “development” ads, we 
don’t need any layouts for this 
campaign. 

We have not had a layout for 
one of the ads in this series for 
many, many years, because our 
people are so familiar with the 
format we use that all we have 


Only 20 Words 


That's all! Yet I get 
letters from all over 
America. Let me show 
you how powerful little 
ads can be! 


Box 7086. Advertising Age 
100 E. Ohio St., Chicago ti, ti! 


to do to get approval on an ad- 
vertisement is to submit the pho- 
tograph, which is usually quite 
inexpensive, and the typewritten 
copy. Over the years we have 
spent millions of dollars for much 
of our publication advertising 
without spending a dollar for a 
rough or comprehensive layout! 


Ads Are Repeated 


We also get a family resem- 
blance through using this econom- 
ical format on _ such different 
products as tractor tires and baby 
syringes, conveyor belts and crib 
sheets, hose and heels and air- 
craft products. 

And we have found, as I am 
sure you have found, that we can 
repeat many ads. We do not go 
quite so far as L-S-M-F-T but we 
have used pretty much the same 
headline on our passenger car tire 
advertising, “Outwears Prewar 
| Tires” since October of 1945 and 
jas the Starch report charts show, 
'we have found that it pays to 


VIC TAKE & ASSOCIAT 


DG. 


CARTOONS 


Continuities/ Trade Marks 


7 Vestas 


‘Trade Paper Cartoons 


‘gy 
iS 
SAINT LOUIS 


Free 
Brochure 
on 
Request 


Poa 


‘savings can be made if we give 


BE Gpedrich 


IN FOURTEENTH YEAR—B. F. Goodrich saves production costs on this series, 

which has been running for 14 years, by maintaining a standard layout and obvi- 

ating the necessity for either rough or comprehensive layouts in advance of 
production. 


repeat successful dads, and you} 


save plenty on production costs! | 


5. REPRODUCTION 
| Which brings me to the fifth in| 
my series of “R’s”—Reprodaction, | 
and under that heading I shall | 
include some miscellaneous points | 
‘on getting out multiple copies of | 
our advertising messages. In the) 
reproduction of our advertising| 
| material there are many formulas 
for reducing costs. Substantial art) 


our artists complete instructions | 
on every job including how the) 
job is to be produced, and if we| 
guide the artists along lines of) 
economy. Simple line drawings | 
may be just as good for our pur- 
pose as more expensive illustra-| 
tions. 
good as more elaborate art. When | 


job with the lettering of head-| 


package goes anywhere in the 
country for 6 cents as third class 
matter, whereas if the package 
weighs over 8 ounces it takes the 
pound rate for the various postal 
zones. 

And here’s a point on those 
postal regulations that some of 
you may not know. A business 
operating many branches or retail 
stores throughout the country can 
make a saving when using busi- 
ness reply permit No. 1000 on 
mailings from a central point, 
where the business reply card or. 


envelope is to be returned to the| 


local retail store, the branch or 
to the dealer. It is not necessary 
to buy a $10 permit for each 
dealer to whom the return cards 
may be addressed. The postal 


cerns having branches or dealers | 
our layout man does too good a/throughout the country may dis-j|cost of the mewspaper, 


tribute business reply cards and 


Advertising Age, June 14, 18:8 


son. He can show us ways to sa 
money. 

Sometimes our national adve - 
| tising soars high up in the clou is 
and we are likely to forget th i 
our retailers have their feet ve , 
much on the ground. 
| In the rubber industry, whe « 
| we have selected distribution, v « 
|have learned not to neglect t) ¢ 
retail follow-through. The pul - 
lished 1946 figures on national a: - 
vertising expenditures of the foi, 
largest rubber companies show « 
total national advertising expend.- 
ture of over $9,000,000, rath 
small when compared to some of 
your expenditures, but I know 
that a much larger amount wa 
spent by those companies 
printed matter, displays, retai 
identification, retail sales promo- 
tion, local cooperative advertising 
and on educational material 
help the retailer and his personne! 
carry the story right through t 
the customer. 


Follow-through Saves Money 


This follow-through, if prop- 
erly done, in my opinion, de- 
creases rather than increases the 
cost of advertising because it 
makes the national advertising 
much more effective. You hea: 
much about the headaches and the 
waste of local cooperative adver- 
tising. 

Nevertheless, when you can get 
your retailers to spend millions 
of dollars of their own operating 


‘funds for the direct mail and 


Cartoons may be just as/regulations state that large con-/| printed matter that the manufac- 


‘turer puts out and pay half the 


outdoor 


land radio advertising that the 


lines for a dummy we use his|envelopes from their main office| manufacturer produces, I think 


rough lettering for our finished | 
art. We try to avoid combination | 
plates, hand lettering, complicated | 
type setups, close registers. 

And we make substantial sav- | 
ings by hardly ever retouching | 
photographs. We _ eliminate 
touching whenever possible and 
that is not just to save money 
either. We think we get a more 
realistic picture if we avoid the 
high cost of retouching that often 
makes the picture look artificial 
and unreal. Some art work, we 
| find, is just not necessary at all, 
so we are continually pressing our 
people to avoid art work that is 
just decoration, that is not really 
|necessary. On engravings we try 
| to use square halftones unless sil- 
_houettes or vignettes are abso- 
lutely necessary. We try to plan 
our jobs to fit the printing equip- 
ment that will be used. In de-| 
signing our booklets and folders | 
we try to use standard or avail- 
able paper sizes or even odd lots 
of paper that may be on hand in 
our own print shop where we do| 
most of our advertising printing. 


} 
| 


| 
Careful Planning 


We use small town printers, too, 
for we have found many of our 
big city friends too loaded down | 
with jobs. 

During the war the paper short- 
age forced us to use lighter weight 
stock. We’re still using it but to- 
day it’s to reduce costs. And we 
are setting a lot of our tabular 
matter on electric typewriters and 
reproducing it by photo-offset. 

And first, last and always, we 
ask: “Is this booklet or folder | 
necessary?” That’s a formula that | 
does save us money. 

Economy starts in the initial | 
conception and design of the piece. 
I have seen people forget about | 
the postage regulations and de- 
sign a booklet of 16 or 20 pages | 
that would probably cost 12 cents | 
a pound to mail or 50% more mail- 
ing expense than if they had made | 
it a 24-page booklet, because then | 
the mailing cost is only 8 cents per 
pound. Whenever it is possible 
to use a mat or stereo in gene 
of a copper engraving, that is our | 
formula, and we try to keep our} 
mat packages down to 8 ounces| 
or less because at that weight the} 


| 


to be returned directly to dealers 
or branches under one $10 per- 
mit. 


One Sure Way 


And let’s not forget that on 


to mail to their local prospects, 
when each dealer mails the ma- 


terial locally he has to buy a $10) 


permit if he wants to use 1 cent 
postage, otherwise it will cost him 
1% cents. But we can mail the 
material from a central point such 


as Akron or Chicago for 1 cent at. 


a cost of only one $10 permit and 
we know that the stuff is mailed. 

Probably the biggest oppor- 
tunity for saving under this re- 
production classification lies in 
that great advertising waste— 
“authors’ alterations.” When we 
submit a dummy of a booklet or 
an ad in copy and layout form 
to a sales or engineering depart- | 
ment we tell them that this is, 
the last chance they have to make 
any revisions. Of course we know | 
they can make revisions after the | 
finished art work has been done 
and you know what that costs. | 
And they can also make revisions 
after the type is set and the plates 
are made, and we really pay 
through the nose for that most 
wasteful of advertising operations. | 


6. RETAILING 


And now briefly some points on 
my sixth classification. We have| 
learned that in the planning of 
almost all advertising the retailer 
is a VIP—a very important per- 


you will appreciate why I point 
to local cooperative advertising in 
spite of its evils, as offering a: 
,opportunity for advertising cost 
/reduction, particularly when you 
|have selected, limited distribu- 


re-|Mailings we prepare for dealers | tion. 


And if you want to produce 
‘selling aids that really help you 
dealers, just go into the retail 
business yourself, as we _ have 
done in the rubber industry. 


Retailers Well Informed 


You will find, as we did, that 
a lot of money can be saved by 
not making certain window dis- 
plays, on-the-glass trims and cut- 
outs that we couldn’t even find 
a place to use in our own retail 
|stores, unless we used them to 
hide the merchandise we were 
trying to show and sell. 

We believe that it reduces ad- 
vertising costs to go to our re- 


| WHAT’S GOING ON? 


agencies are using this inexpensive 
clipping service for collecting editorial 
publicity, for making research and 
market studies, for maintaining com- 
petitive advertising files and for de 
yeloping sales prospects on cericin 
types of products and services. 


New Booklet No. 10 “How Business Uses 


Clippings” telis the whole story 


BACON’S CLIPPING BU me 


BUSINESS FARM GENERA 
PAPERS WC parcRs WW macazi 
ji4 So Federal S# Ch-aac 4 


CyvER 2,300,000 retail 
sales and service contacts 


with car owner's 


SUPER SERVICE 


THE NO 1 BOOK IN THE GASOL 


since yesterday / 


FOTIMNG-CLOUS PUBLISMING CO 
ot FLOOR DALY MEWS BLOG. CHICAGO 


STATION 


INE’SER VICE STATION FIEL 
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Rubber,” 


COSTS COME DOWN—The conventional black and white “Wonder Book o 
printed on enamel with special cover stock, is transformed into comic 
book style in full color, and production cost is cut sharply. 


Magnolia Breaks 
First Tire Push 


|casts over key stations in ce 


markets in Texas, Oklahoma, 
Louisiana, Arkansas and New| 
Mexico will support the promo- 


DALLAS—Magnolia Petroleum | tion. 


Company’s first comprehensive ad- | 
‘handles the account. 


vertising promotion on tires 
| started June 1. 
| An intensive summer drive for 
Mobil tires and hot weather tire 
| service stresses the advantages of 
buying the tires at Magnolia sta- 
| tions where they can be checked 
|and serviced conveniently. 

A series of dealer meetings 


Ratcliffe Advertising Agency 


Universal Pictures | 
Promotes Simonelli 


Charles Simonelli, who joined | 
|the company six years ago, has 
been appointed eastern exploita-| 
tion manager for Universal Inter- | 
national Pictures, New York. 


of radio and promotion for the 
Re two and one-half years.. has 
been appointed advertising’ and 
promotion mane. 


Crosley Ups Redden 


Ellis L. Redden, managér of 
|sales promotion and training, has 
been appointed director of adver- 
|tising and sales promotion of the 


Crosley division of Avco Mfg. 


Corporation, Cincinnati. 


during the last fortnight in May Called the youngest exploitation 
| preceded the promotion, as did | manager in pictures (he celebrated 
| an 840-line ad in 198 dailies in the| is 25th birthday May 28), Mr. 


company’s five-state marketing | Simonelli had successively been in 
q cooperative advertising, commer- 
area on May 25. 


. |cial tie-ups and, most recently, 


ie 
2'/2 BILLION DOLLAR 


POULTRY on MARKET 


Copy 


dealer saying, “It’s my job to keep 
your tires safe.” Other 840 and P 
500-line ads will push high-com-| Byer-Rolnick Ups Two | 
pression tread, non-skid qualities,| Irving Pierce, for the past nine | 
easy riding and increased mileage | Years advertising manager of the | 
f Mobil Byer-Rolnick Company, Garland, | 
of | oO obil tires. T k f R tol h h 
Twenty -four sheet posters et oes ames nots, Bes! 
enty - Pp »|been named sales manager of the | 
| painted bulletins, and daily news-| company. Robert J. Roth, director | 


POULTRY ounely dealer 


Pioneer Business Paper Serving The Poultry Industry 


BURRIDGE D. BUTLER, Publisher 


1230 Washiagton Bivd., Chicago 7, lilinois 
Write on Business Letterhead For Market Dato Folder 


i000 


"MINUTE ’ 
MOVIES” ” 


Creative Advisers 


For over 15 years—and for the country’s leading advertisers— 
we have helped create and write dramatic, effective, persuasive 
one-minute advertising shorts. We know every trick that makes 
“MINUTE Movies” click—and sell! 


Production Supervisors 


romo- 
rtising} tailers with detailed promotion) Teg Aitkin-Kynett 
ial tof calendars, window and store dis- | Aitkin-Kynett, Philadelphia, has | 
sonne!f play instruction manuals like this|} 0, appointed to handle the ad- 
8h toll broadside, which shows for a spe-| vertising of Perfect Foods, Inc., 
cific sales period the exact mer-/ransdale, Pa. manufacturer 
ney | chandise to be placed in the win-| pretzels, potato chips and sweet | 
dow and how to place it, the fix-| .ookie specialties. 
Prop-f tures to be used for displaying the 
» de-f »erchandise, the newspaper ads 
2s thefts be run, the direct mail to be 
se itf' cent out, and even detailed floor | 
‘tising J plans for various sizes and shapes 
hear of stores showing the best loca- | 
id the fi tions for the various items to be | a 
idver-f roatured during the period. or 
A year ago we produced a book 
in £e' I “How to Get Results from Retail | 
illions § 4 qvertising,” which outlines some | 
rating § advertising cost reductions for the 
| and§ -etailer. For example, we give) 
1ufac- him an outline of various mailing | 
If the plans, explaining in detail that) 
itdoor f economical but rather impersonal | 
toe plan of mailing to farmers by ad- | 
Ink#dressing simply “Rural Route ’ 
point Som-honders.” a & there is no ad- rn over 
ing NB dressing cost on such mailings, 
18 ai Bthere is a real saving, but there | 
| COS\B ic also a great chance for waste. | 
1 YOUR If the material is addressed to 
tribu-B farmers, this book points out, the 
retailer should check carefully | 
oduce® with the postmaster on the type. 
YOUrH of people who live on the rural | 
en routes emanating from the town. | 
ave its a waste of money to send| 
such mailings to rural box-holders | T iH a AT cea é © 
1 who may be city suburbanites or | 
summer resorters. It makes much | 
» thal more sense to select a rural route | 
ed by of real farmers even if it is a 
2 route emanating from some other | 
c 
one nearby town. We Act 
retai A Word of Warning 
m Of Specific things like this are out- 
were lined in this book and in other As Your 


iat 


iad 
a 
? 


“e § 


a ~ 2 


material that goes to our dealers 
and stores, but that is tire busi- 
mess and I shall not bore you with 
iny more details of savings in our 
field. 

Nor would it be wise for me to) 
irge any of you to practice any 
f these economies that do not fit, 
‘our businesses. Above all, let us. 
iot reduce certain advertising 
‘osts when doing so results in in- 
‘reasing other advertising or over- 
ill distribution costs. 

I believe it was Andrew Car- 
iegie who said, “The greatest 
conomy lies in wise expenditure.” 
he best way to reduce advertis- 

g costs is, of course, to make. 
ir advertising more effective in. 
roducing a sales volume that will | 
cep us on the right side of those 
mw and terrifically high break- 
‘en points that face American) 
siness today. 


Names Cocktield, Brown 


The Toronto office of Cockfield, | 
own & Co. has been appointed | 
direct the advertising of Du- 
|} ate Canada Ltd., Oshawa, Ont., 
' anufacturer of Duplate safety 
iss. Beginning in August, ad- 
rtising will appear in daily 
N’wspapers in the larger Cana-| 
Lin cities, continuing throughout | 
remainder of the year. 


Screnstain Opens Agency 
\rthur Z. Berenstain has opened 
office at 318 Commerce build- 

Erie, Pa., for handling in-| 
trial and retail advertising. 
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Bei Lesh 


We accept full responsibility for seeing that the commercial film 
producer of your choice gives you finished films that will do an 
efficient selling job for you. We don’t supervise by long distance 
either— we stay right with the job! 


Space Buying Counselors 


Every one of the motion picture theatres with whom we have 
contracts is individually checked to make certain it meets our 
standards—and is continuously contacted to make certain those 
standards are maintained. Detailed market and audience informa- 
tion by theatres is available. 


Checking Service 


We maintain a nation-wide organization for checking the actual 
performance on “MINUTE Movigs”—a service that is furnished 
without extra cost to all MINUTE Movie advertisers. 
7 

We have the largest file of “success stories” available any where 
on advertising motion picture shorts screened in theatres the 
country over. If you want the facts, rates and complete informa- 
tion on this remarkable advertising medium, write or call us today. 


NATIONAL HEADQUARTERS FOR MINUTE MOVIES 


2300 Wrigley Building, Chicago 11 * 500 Fifth Avenue, New York City 18 
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New Tag Boosts 
Tie-in Sales 
of Carborundum 


NraGaRA Fatis, N. Y.—Con- 
vinced that the best way of boost- 
ing sales of Carborundum sharp- 
ening stones is through tie-in 
sales, Carborundum Company 
here has devised an attractive red 


“keep it sharp” tag for hardware | 


dealers to tie on all of their edge 
tools. 
The idea was announced in a 


& Remember 
WM. F. RUPERT 


need a 
BIRTH urs 
lists EXCLUSIVELY for the 


LIST Jor nen 


When you 


90 Fifth Ave., New York 11 
CH 2.3757 


|color spread 


company’s sales force. The tag is 
5x3%” with center fold, and car- 
ries a 14” string with which it can 
be tied to knives, planes and sim- 
ilar items. 

Copy in the booklet centers on 
the idea that the tools are quality 
products and therefore worth 
keeping sharp. 

Comstock, Duffes & Co., Buffalo, 
handles the account. 


Arthur Heads Eberhard 


William C. Arthur, formerly 
president and director of Talon, 
Inc., Meadville, Pa., has been 
elected president of the Eberhard 
Faber Pencil Company, Brooklyn. 
Mr. Arthur was at one time an 
executive of B. F. Goodrich Com- 
pany and is a director of the First 
National Bank of Meadville. James 
C. Musser was elected chairman 
of the board. 
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—At No Extra Cost 
—Extra for Prompt Action 


True, these phrases don’t 
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Four A’s Names 
Robinson to Head 
Research Group 


New YorK—The American As- 
sociation of Advertising Agencies 
has formed a new and enlarged 
committee on research. Committee 
chairman is D. E. Robinson, vice- 
president of C. J. La Roche & Co., 
|New York, and a director of the 
Broadcast Measurement Bureau. 

Members of the committee are: 
Bruce B. Brewer, Bruce B. Brewer 
&Co., Kansas City; Franklin Cawl, 
Kudner Agency, New York; Keo 
Currie, Needham, Louis & Brorby, 
Chicago; R. lL. Edsall, James 
Thomas Chirurg Company, Bos- 
ton; W. C. Edwards, D’Arcy Ad- 
vertising Company, St. Louis; 
Jacob A. Emory, Leo Burnett Com- 
| pany, Chicago; Marion Harper Jr., 
|'McCann-Erickson, New York; 
Arno H. Johnson, J. Walter 
|Thompson Company, New York; 
|Peter Langhoff, Young & Rubi- 
|cam, New York; W. J. Main, Ruth- 
rauff & Ryan, New York; F. B. 
Manchee, Batten, Barton, Durstine 
& Osborn, New York; J. C. Morse, 


ara Ee ee 


NEWS AND VIEWS OF MAIL ORDER ADVERTISING 


ARE THERE ACCEPTABLE SUBSTITUTES 
FOR THE WORD "FREE"? 


Now that the Federal Trade Commission has ruled that 
the word “Free” can be used only when no tie-in sale or 
obligation to buy is involved, advertisers are looking for ac- 


BA ES st | det 
tones : Tulse 
plete with pads... Or 2 for ft “ > . 
Peter, 
SEND Dest, TA.yog't'NE Geen t 


Jest send » 


dress. 
$1.00 plus C.O. D. postage 
postman. Use for 10 


The word “Free” is the most powerful word in the mail 
order copywriter’s vocabulary. 
punch in the word “Free” and still qualify under the FTC’s 
ruling, we suggest the following phrases: 


—Extra Premium for Prompt Action 
—Extra Gift for Promptness 


—Given without Extra Charge 
—Extra Offer! With every order, etc. 


“Free” conveys, but if every advertiser must conform to the 
FTC ruling, these phrases will take on a more compelling 


By using reverse zincs or boxes to call attention to your 


added inducement for quick action or cash-with-the-order, 
your offer will have that added urge you are anxious to put 


ee ee ee 


Dan B. Miner Company, New 
York; H. N. Pasteur, Cramer- 
|'Krasselt Company, Milwaukee; 


'E. L. Van Riper, Sidener & Van | 
|Riper, Indianapolis; H. H. Webber, 
Foote, Cone & Belding, New York; 
W. H. Wulfeck, Federal Advertis- 
‘ing Agency, New York. The secre- 
tary is Kenneth Godfrey. 

This committee will meet from 
one to three times a year. 


| 
Roberts Names Paulsen 


| Ben L. Paulsen, formerly ad- 
|vertising manager of Roux Dis- 
|tributing Company, has been ap- 
pointed sales promotion manager | 
|of the Roberts Company, Los An-| 
geles, manufacturer of Smooth-/| 
‘edge carpet grippers. | 
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Scott Joins Pacific 


Harvey Scott, who for the past 
four years operated an advertis- 
ing agency under his own name in 
Oakland, Cal., has joined Pacific 
Advertising Staff, Oakland. Prin- 
cipal accounts served by the Scott 
agency will henceforth be served 
by Pacific. Mr. Scott also is 
president of Bananza Corporation, 
manufacturer of a patented ice 
cream confection. 
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Thrilling Fiction 
Verse Enlightens 
Puzzled Prospects 


New YorkK—Last week Thrillin: 
Fiction Group summed up an ex- 
tended promotion program, during 
which prospects had received 4 
number of commercial products 
with the line “There’s a method 
our madness.” 

The final mailing said in verse 
“We sent Gillette to shave your face 
And then to keep your hair in place, 
Wildroot Cream Oil, dandruff’s foe 
Those other mailings? Ours also' 
Bromo-Seltzer was the next 
In case a headache had you vexed 
An Ever Ready battery 
To light things up so you could see 
To find the toothache Dents can curs 
And, next, to keep your smoking pur: 
Some filters—Medico, they’re called 
We think we've found, what's all! in a 
A darn good way to dramatize 
How many products advertise 
In Thrilling Fiction.” 


Raymond Appoints Gans 
Joe Gans has been appointed 

an account executive of Raymond 

Advertising Agency, Newark. 
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Your letterhead 
is a Mirror 


It reflects your stature—busy plant. 
modern office, efficient people, repu 
table product. Or the exact opposit: 
Your present stationery actually rep 
resents less than 4% percent of the 
cost of every letter you write. Letter- 
heads need repair every five years! 
A well-designed, engraved letterhead 
pays for itself in new prestige anu 
profits. Write for your free copy oi 


“Letterhead Logic” today. 


rouwHILLanc. 


Engravers and Thermographers of 
Important Business Ambassadors 
LETTERHEADS «¢ BUSINESS CARDS 

ANNOUNCEMENTS 


270-A Lafayette St., New York 12, N. Y. 
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MORE THAN 


_ A GREAT MARKET AREA 


EIGHT MILLION PEOPLE 
LIVE, WORK AND LISTEN 
IN THE WWVA AREA 


They are concentrated in the WWVA area of 
Eastern Ohio, Western Pennsylvania, West Vir- 
ginia and Virginia—the steel-and-coal belt of the 
nation. Reach them with one station, one cost. 


one billing—with WWVA! 


See A PETRY Man Today! 
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Ford Starts 
510,000,000-Plus 
New-Model Drive 


(Continued from Page 1) 
cre on stations in New York, New- 
ark, Schenectady, Buffalo, Phila- 
celphia, Baltimore, Cleveland, 
Cincinnati, Detroit, Chicago, St. 
Paul, Minneapolis, Milwaukee, St. 


Louis, Los Angeles, Salt Lake 
City, Richmond and Washington. 

New Yorkers got their first look | 
at the 1949 Ford—the details of | 
which have been as closely guard-| 
ed as a military secret—when the} 
cameras of WCBS-TV covered the | 
$250,000 Waldorf - Astoria staging | 
of the new models. Columbia did | 
a 45-minute telecast at the show. | 

Fred Allen on Sunday was 
scheduled to drive the new Ford 
down “Allen’s Alley.” The Ford) 


and economic “sins” of Henry I, 
who died 14 months ago, Dr. 
Sward is open-minded if not actu- 
ally optimistic about the policies 
of Henry II. 

In his first months as president 
of Ford Motor Company, in Oc- 
tober 1946, Dr. Sward shows that 
young Henry “cleaned out the 
bulk of the men of any conse- 
quence who had been at all close” 


to Harry Bennett — including, of | 


course, Bennett himself. 


He brought in “outside recruits | 


. . . of unusual capacity,” includ- 
ing Ernest R. Breech, Lewis D. 
Crusoe and Albert J. Browning. 
He dropped William J. Cameron 
as public relations director, and 
hired such “highly intelligent” 
firms as Elmo Roper and Earl 
Newsom & Co. 

Also, “Henry Ford II seemed 
equally determined, meanwhile, to 
usher in a new day in labor rela- 
tions.” 


Worked for CIO Unions 
And yet, the author concludes, | 


back,” Sward reports, “Ford over- 
produced and crowded his dealers 
with stock.” - 

But Henry Ford could not learn 
even then to adapt himself to 
changing conditions. The Model 
A was “frozen,” too. Before the 
depression had run its course, 
Ford was in third place behind 
GM and the aggressive new 
Chrysler Corporation. 


Boycotted ‘Time’ 


Henry Ford, said Fortune at 
|that time, is “the world’s worst 
salesman.” 

The high-priced Lincoln did not 
sell, and Ford dealers in different 
areas were called together and 
told, writes Sward, “they would 
have to finance a new Lincoln 
agency for their area out of their 
own pockets.” 

Ford dealerships, in fact, for 
many years were a one-way 
arrangement, it was said: The 
company could drop dealers at 
will. 

The book describes in much de- 


he withdrew his advertising from | 


Time, Life and Fortune for the 
i'next 70 weeks.” 


New Consumer Panel 
Set Up in Columbus 


A new consumer panel, consist- 
ing of a group of representative 
Columbus, O., families selected 
with regard to various income 


lumbus by two Ohio State Uni- 


Arnold, research economist — for 
market research purposes. ~ 


levels, age groups and other mar-_| 
ket factors, has been set up in Co-| 


versity staff members—Dr. Ken- | 


neth Dameron, professor of busi- | 
ness organization, and Dr. Sam) 


The Columbus panel, in addi-| 


hard goods, such as electrical ap- 
pliances, for test material. A 
panel covering the state may later 
be set up. 


Adds Standard Color 


| Effective July 1, Bakers’ Helper 
|will adopt green as its second 
'standard color. Red already is 
available. 


Theater program also announced | “time must decide whether Henry 


the introduction. 

The price increases range from 
$85 to $125, and are the first for 
Fords since August last year 
when the prices were boosted $20 
to $97. The latter followed Ford’s 


of $15 to $50 in January, 1947. 
Henry Ford II said the price in- 
creases resulted from “sharp in- 
creases in the cost of everything 
we buy that goes into our cars.” 


DEALERS MUST WATCH 
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STEP, DAVIS WARNS 

New YorK—As the Ford Motor 
Company took the wraps off the 
1949 models for the press last 
week, the dealers were able to re- 
call that Ford is officially pledged 
to the upright way—so far as sell- 
ing automobiles is concerned. 

John R. Davis, vice-president 
and director of sales and advertis- 
ing, told the New York State 
Automobile Dealers Association 
recently that: 

Factories should warn dealers 
that black market operating won’t 
be tolerated —and that violators 
will lose their franchises; that 
facts should be periodically col- 
lected and published to counteract 
general misinformation among the 
public; that factories should co- 
yperate with dealer organizations 
in an effort to restore dealers’ good 
vill; and that factories should see 
that accessories are sold, not 
forced, on buyers. 


Public Has Long Memory 


Dealers ought to give fair trade- 
n allowances, stick to the list, sell 
ccessories, be guided by factory- 
uggested prices, and give reliable 
ervice at fair cost. 

Despite the fact that, in Mr. 
Javis’ opinion, it will be 1950 be- 
ere John Doe will be able to get 
mmediate delivery of a new 
ar,” he feels that “the public has 

long memory and it will be years 


efore they forget the many as-| 


‘med or actual wrongs incident 
© the purchase of new automo- 
les since V-J Day.” 


/II is, at bottom, a man of good 
| will with a broad social outlook or 
|simply a refined, contemporary 
im“ of his grandfather.” 

Holder of a Ph.D. in psychology 
‘from the University of Minnesota, 


widely heralded price reductions | /@ter engaged in social science re- | 


search at Stanford, and then a 
|teacher at Minnesota and Western 
| Reserve, Keith Sward has served 


\9s public relations counsel to sev- i 


/eral CIO unions. He now con- 
‘ducts a regular practice as a clin- 
|inical psychologist and psycho- 
itherapist. For a decade he has 
|been engaged in research and 
|writing on “The Legend of Henry 
| Ford.” 

| Granting only mechanical abil- 
|ity and a certain degree of cour- 
|age Dr. Sward presents Henry I 
as a ruthless and bigoted despot 
who persecuted America’s Jews 


| 
| 


| through his Dearborn Independent | 
| (and stimulated the rise of Hitler | 


j in Germany); who swindled the 
|Lelands out of their Lincoln Motor 
|Company; duped the speeded up 
workers with his $5 day and five- 
|\day week; coerced dealers and 
'suppliers; rigged Michigan poli- 
tics and even wanted to run for 
President, and who died at 83 
leaving a $900,000,000 property 
economically and socially in the 
red. 


| Loath to Change 


| Henry Ford built the circulation 
of the Dearborn Independent to 
700,000, Sward notes, by 
|pipe” methods: “The dealer was 
/expected to sell a subscription to 


|_Ford’s paper to every buyer of a. 
_Model T.” When Chevrolet’s rise 


‘forced him finally to drop the 
Model T, and when he finally en- 
ded, at that time, “his seven-year 
war against the Jews,” Ford — 


|until then only a spasmodic ad-| 
| vertiser—bought $156,000 of space | 


|in the Jewish and Yiddish press. 


iright without it. By July, 1926, 
‘his 11,000 dealers had sold 15,- 


“lead | 


The motor maker had regarded | 
his “social gestures” as his adver-.| 
| tising. The Model T had done all | 


| tail the operations of Harry Ben- 
nett’s “Ford Service Department”; 
|its probing into the lives of Ford 
'workers; the “reign of terror” 
, which led to the killing of four at 
| the Ford gates. 

Ford did not relish the inevi- 


table publicity accompanying Ben- 


“When Time in 1937 published 
|photographs of Ford servicemen 
in the act of beating Ford em- 
'ployes and union sympathizers... 


nett’s operations, says Dr. Sward. | 


tion to testing food and drug) 
| products, also will make use’ of 


| 


| 


} 


He admonished the dealers to| 000,000 of them. He had been 
£nore the opportunities for “extra| loathe to change. But as competi-_| 
profits” as ERP and the Rearma-/|tion became more vigorous and| 
ment Program make cars still | effective, he allowed the home o/- | 
more difficult to get. “These so-| fice to start its first sustained cam- | 
alled extra profit transactions can | paign of national advertising. He | 
be very, very costly, and they | even permitted the Model T, after | 
ve already proven to be very/|18 years, to doff its traditional | 
tly for some dealers,” he re-|black and fawn gray, gun-metal | 
rked. blue, phoenix brown. | 


‘VARD BOOK HITS Drops to Third 
ORD IL, LAUDS II The Model T, however, was. 


Yew YorkK—Rinehart & Co.,|dead, and even the advent of the| 
‘ich two years ago gave us “The | Model A in January, 1928, sup- 
cksters,” rode in on the tide of | ported by an advertising expendi- 
Lolicity and advertising for the| ture of $2,000,000 in daily news- | 
€w postwar Ford cars on June 10| papers in five days, could not re-| 
yY publishing “The Legend of |store Ford to leadership. 
enry Ford” by Keith Sward. The changeover had cost $100,- | 
Although 464 of the 481 pages | 000,000, and had kept 60,000 Ford | 
Pre devoted to a heavily-docu-|employes out of work for 18) 
ented presentation of the social|months. “Straining for a come- 


plete selling job in the 


And reader interest and response are the qualities that make The Miami Herald one 
of the nation’s great display advertising media. too. For The Miami Herald -- statewide 
leader in circulation and one of the nation’s top ten 
in lineage - alone gives complete coverage for a com- 


JOHN S. KNIGHT, Publisher 
STORY, BROOKS & FINLEY, 
Notional Representatives 


hen it comes to getting things done, first choice 
of Miamians is the classified section of The 
Miami Herald. 

Reader interest and reader response are the 
qualities that last year made The Miami Herald 
the nation’s second largest classified medium, -- 
running more than 1,500,000 individual advertise- 
ments and close to 10,000,000 lines. 


year-round Miami market. 


MIAMI 
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Santa Fe wine, produced by the 
Santa Fe Vintage Company, Los 
Angeles, effective June 30. 


Junket to McCann 


Junket Brand Foods division of 


Chr. Hansen’s Laboratory, Little 


Falls, N. Y., has appointed Mc- 


Cann-Erickson, New York, to Halmos Appointed MLE. 
handle its advertising, effective | ' . 
Sept. 1. Noyes & Sproule, Inc.,| Eugene F. Halmos, formerly 


. . ; news editor of Engineering News- 
— basen po — to — Record, published by McGraw- 
A. yy advertising for Junket fil) in New York, has been named 
procucts. /managing editor. He joined the 
Dr Wi _- t ‘publication in 1942, and rejoined 
° ine Accoun it in 1945 after service with th 
Jobe Freiburg & Co., Los An-|air force in Europe and 10 saeuthe 
geles, has resigned the account of|as a German prisoner. 


San Diego 


Southern Colifornia’s 2nd city 
| hosts 500,000 vacationers on- 
nually, Peak months just chead! 


'. a 


Get your share of *40,000,000 


There’s nothing “quiet” about a San Diego summer! 
Vacationers are here by the thousands. They 
create a plus value for your summer newspaper 
 * advertising campaign. 53% of their cash goes for 
| food, beverages, retail items, auto expense. See 
that San Diego is on your summer schedule. 


| Reach San Diegans and San Diego Tourists 


with just one “buy” - the Union and Tribune-Sun 


90.8% of all families read the Union, Tribune-Sun or 
Sunday Union (by recent independent survey) . . . 
Why take less? 


News with Partiality to None 


San 


UNION and TRIBUNE-SUN 
Union Tribune Publishing Co., San Diego 12, California 
REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., Inc. 


New York « Chicago + Denver « Seattle + Portland + San Francisco + Los Angeles 


of quality engraving 
and service : 


REVERE 


COLOR 


Paul Revere 
America s First Engraver 


PHOTO ENGRAVING CO. 
Phone. WABosh 8816-8817-B818 


712 FEDERAL STREET CHICAGO -S it: 


at 
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‘Ad Volume Too 
Low to Sustain 
Demand: Chalmers 


_ Toronto—The era of shortages, 
/when Canada could get by with 
‘reduced advertising, is rapidly 
| passing and the day of hard-hit- 
iting salesmanship is emerging, 
| Floyd S. Chalmers, president of 
'Canada’s Periodical Press Associa- 
tion, declared at the PPA’s 29th 
/annual meeting here. 
| “Advertising is probably the 
most under-advertised commodity 
|on the market,” he said. “The in- 
comes of the people of the United 
States and Canada and _ their 
standards of living are at the high- 
est level in history. We have a 
powerful head of steam up [but] 
there is some doubt in my mind 
as to whether the present volume 
of advertising in these countries 
is adequate to sustain current de- 


Advertising Age, June 14, 1 4 


PRIZES—At a luncheon at the Chicago Club, 18 representatives of 27 news. 

papers were given contracts for insertions in the June garden promotion cam- 

paign H. D. Hudson Mfg. Co., Chicago, is running, through John W. Shaw 

Advertising (AA, June 7). Paul Olafsson, Shaw's media director, is shown here 

passing out the prize packages to (left to right, seated) Harley Dee, Moloney, 

Regan & Schmitt; Don Keller, Cresmer & Woodward, and Walter Patzlef, 
Branham Co. 


ver 


ob 
hd | 
yer\ 


(C 
ave be 
10n in 
ol D 
he gr 
or ins 
ame, 
ewspée 
ewspé 
o shoe 
ng onl 


In ef 
vertisir 
ce to 


hnd gi 


epartr 


Post Office Department to require 
publishers to show a subscription 


Cox Names McIntyre 


Robert Bruce MclIntyre, for- 


mand, much less to create the new| reserve as assurance that sub- 
markets required to absorb the! scriptions would be fulfilled or re- 
products of our greatly increased | funded. 


productive capacity. | Help for Circulation Men 
Ratio to Income Down | A booklet, “The Central Regis- 


Mr. Chalmers, who is executive'try Plan,” will be published 
vice-president of Maclean-Hunter | shortly, he said, aimed at selling | 
Publishing Company here, said in| the idea of a career as a circula- | 
|his president’s report to PPA that/tion man, outlining standards of | 
the ratio of advertising to na-| practice, warning against sharp 
tional income in Canada is about | practices and proving to the agent 


merly 


New York, has been appointed ad- 
vertising and promotion. manager 
of Cox Kitchens, Inc., Port Ches- 
ter, N. E. 


Joins Popular Fiction 
David J. Mann, formerly sales 
representative of Outdoor Life 
and Field & Stream, New York, 
has joined the western sales staff 


FOR | 


two-thirds of the prewar level but 
that the dollar volume of adver- 


| tising in magazines, farm publica-| 
}eations and business newspapers | the graphic arts committee, said: 


|“continues to show gains this 


| year.” 
| Members unanimously re-elect- 


'ed Mr. Chalmers as president for | 


la 


second term. Other officers 
‘elected: Vice-presidents, D. V.| 
| McLeod, president of the Agricul-| 
j}tural Press Association; R. C.| 


Rowe, president of Business News- 

_papers Association; W. C. Stovel, 
|president of Magazine Publishers 
Association; and C. T. Croucher, 
|representing special members; 
| secretary, I. D. Carson; and treas- 
|}urer, T. J. Tobin. 

D. V. McLeod, president of the 
Agricultural Press Association of 
Canada, said that a prominent 
part of the APA’s research in the 
coming year will be continuation 
of a study of the buying habits of 


farm people that has met with) 
“strongly favorable reaction” from | 


‘advertisers and agencies. 


Fewer License Fees 


He said that circulation of 


|APA’s nine member publications | 


rose last year to 749,770, with 
circulation in the provinces rang- 
| ing from 34,979 
'lumbia to 278,279 in prairie prov- 


| inces. 


committee on circulation, said that 
progress has been made in check- 
ing an increase in restrictions and 
| prohibitive license fees upon sub- 


|scription salesmen of periodicals. | relations. 


He declared that some license fees 

had been lowered and application 
for others delayed and that the 
|committee hopes for eliminating 
|the license problem in large part 
in the coming year. 

Claiming that the license situa- 
|tion’s effect on circulation was 
“grave,” he said: 

“In the past several years, 


at PPA’s annual meeting. 


|Ryan, New York, has been 
in British Co-| 


how the association and his com-| of the Popular Fiction Group, 
pany stand behind him. |with headquarters in Chicago. 
Edward Nymark, chairman of} 


“New processes that may revo- 
lutionize our printing operation 
are now in the experimental 
stages. Especially noteworthy are 
the Fotosetter, which sets type on 
film rather than casting the char- 
acter or line in lead, the Fairchild | 
photo-engraving machine,  the| 
magnesium printing plate and | 
new Vari-Typer models.” 

Since 1939, he said, costs of or- 
iginal half-tone engravings have| 
risen 35%, black ink in news-| 
papers 16%, black ink in maga- | Le ads Ww 
zines and business papers 36%,| 
and process color inks 331/3%. | 

H. Napier Moore, chairman of | 
the editorial committee, recom-| 
mended creation by PPA of a Ca-| 
nadian Conference of Magazine | 
Editors and a Conference of Ca-| 
nadian Agricultural Paper Editors | 
to deal with specific magazine! 
problems at special meetings and 


NATIONS 


wane 
Circvlaqionw 
{Ts The hol book 
[nw he busintss 
find | 


BSF&D Names Cramp V.P. 


Walter M. Cramp, formerly ac- 
count executive of Ruthrauff & 
ap- 
pointed vice-president of Brooke, | 
Smith, French & Dorrance, New | 


| York. 


John F. Foy, chairman of PPA’s| 


six | 


Iselin Names Hazard | 
William Iselin & Co., New York | 
factor, has named Hazard Adver- | 
tising Company, New York, to|, 
handle its advertising and public! “= 


aan 


=— 


21% of all oilheating 
and fueloil retailers 


in the promotion depart-§. . 
ment of Outdoor Advertising, Inc.§. 


and jobbers who ge? 


periodicals have suspended pub-| 
lication. In some cases, transfers | 
were made or substitutions were | 
made without success. In others, 
the publication was just washed | 
out and the subscriber left to take | 
his loss on a subscription paid one | 
to five years in advance. It is this| 
sort of thing, together with some 
undisciplined agents, that leaves a 
trail of ill will.” | 

He said that PPA’s legislative | 


committee is considering a recom-| 


mendation that PPA request the 


Fuetoit & Oi, H 


New Youx 16, N. g 


this publication take 
: \ it home to read. 


—Verified by FACT FINDERS 
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obbers Hear New 


hd Plan for Shoe 
Service Shops 


(Continued from Page 1) 


ave been prepared by the associa- 
jon in cooperation with the Car- 
oll Dean Murphy agency here. 
he group of ads, each with space 
or inserting the individual shop 


ewspapers at a cost of $10. The 
ewspapers, in turn, offer the ads 
o shoe service shops free, charg- 
ng only for space. 


and radio. The program was scut- 


cial support by manufacturers and 
finders, who decided that local 
advertising was more effective for 
them than national. Those in one 
section of the country feared that 
| by supporting national advertising 


_by the association they were pay-| reelected president of the as-| 


| ing needlessly to promote finders 


_ elsewhere—an old story in several |Omaha, vice-president. Elected to | 


| fields. 


Changed Policy 


| The association changed its tac- 
tics. 


|members in the development of 
local campaigns in any territories 


where the members were willing| clude pep talks to shoe repairmen | P8"Y, Bridgeport, Conn., died here | 


|to finance one. It now claims that 
ithe scuttled program was useful 
in creating so active an interest 
,that local campaigns have been 
| greatly stimulated. 

| Several months ago the associa- 
| tion began offering to shoe service 
|shops advertising mats, radio 
transcriptions, window streamers, 
car cards, outdoor posters and 
plans for shop modernization—all 
at a nominal fee. These services 
are now being plugged in a spread 
in the association’s monthly pub- 
lication, “Shoe Service.” 

The mats are sold to shops for 
50 cents. Under the new plan, 
shops will get them free from the 
newspapers, although the 50-cent 
offer and that of the other promo- 
tion materials will continue, Mr. 
| Wardell announced at the meet- 
| ing. a 
| Mr. Wardell said that finders 
must educate shoe repairers to put 
more effort in the display and 
selling of shoe polish, laces, 


|earry a 25 to 35% markup. He 


tled late in 1946 for lack of finan-| declared that “$97 of every $100) handbags and brief cases, in their after 


‘spent on shoe care accessories 
goes to druggists, grocers, and 
dime store operators, while the re- 


|maining $3 goes to the shoe re-| 


| . 
| pairer.” 


| Paul K. Ferree, Knoxville, was 

sociation and Morris Levey, 
| three-year terms on the board of 
| directors were Eugene E. Schae- 


‘fer, St. Louis; Raymond Potts, 
| Dallas; and Emil Cottor, St. Paul. 


Also Plan Pep Talks 
| 


The convention approved an 
|educational program that will in- 


It began offering aid “with- | 
ame, will be made available to|in limits of available funds” to) 


| sponsored by local groups of find- 
ers throughout the country. Sim- 
ilar talks and courses will be 
available to finders and their 
salesmen. 

Two regional campaigns, us- 
ready under way, one beginning 
June 21 by the finders group of 
Iowa and Nebraska, and another 
in Pittsburgh by the Western 
Pennsylvania Leather & Findings 
Association, also an affiliate of the 
national group. 

Speakers agreed that the salva- 
tion of the industry must come 
from development of the three or 
four-man shoe service shop—large 
enough to have one salesperson 
and yet not so large that the per- 
sonal touch is lost, as with 10 or 
20-man shops. They credited the 
Central South with the best shops 
and the Pacific Coast with the 
“showiest,” even including drive- 
ins. 

They said the shops have missed 


s spent for newspaper space| brushes and arch supports, which ia bet by failing to play up leather 


iy Backward Group 
ead In effect, the plan provides ad- 
sloney vertising art work and copy serv- 
atzie#. #ce to the retailer without charge 
hnd gives newspaper advertising 
Hepartments a good selling point. 
he plan, which has been used by 
ewspapers along similar lines for 
, for-ftorist shops and other trade fields, 
jepart-§; an innovation to the shoe serv- 
8, Inc.B.e industry, a backward group by 
ted ad-ft; own admission and one in 
anagseriyhich annual gross sales declined 
Ches-F om $500,000,000 in 40,000 shops 
perating in 1919, to $125,000,000 
n 80,000 shops by mid-depression. 
ast year the gross was $315,000,- 
y salesoo. 
r Life The evolution of the new pro- 
| Yorkfram has been this: 
- Rees Two years ago the association 
go. PE nnounced plans for an ambitious 
10,000,000, 10-year promotional 
rogram which lived several 
eitea ead nonths, during which $140,000 
ee) eel 
/ 


Elks pack on thel? backs precisely what the well-dressed males 
are wearing — in sports, business and dress apparel. 

For, 900,000 Elks not only believe in doing good for others; 
they do right well for themselves. Their homes, cars, appearance 
and hobbies rate them as men of influence in their communities. 

The Elks Club in each of 1487 communities is as much a part of 
the local scene as the court house square, or the county fair. 
Choice coverage and plenty of it is assurance that... 


You Ws sell (Fiveee th youre! rin 


ing newspapers and radio are al-| 


goods service, such as repair of|lapsed and died several minutes 
neighborhood boys. dis- 
|selling and advertising. This mar-| charged firecrackers outside his 
ket, they asserted, has “hardly bedroom window. 


been touched.” _— 
J. C. CARL MILLER 
Hickory, N. C.—J. C. Carl Mil- 
jler, founder of the Hickory Daily 


|Callahan, 66, editor and publisher | Record and identified with the 
Clay Printing Company here for 


'of the Lafayette Daily Advertiser, | 


‘died June 5, following a long ill-| 40 years, died June 2 at a local 
| ness hospital. He had been in poor 


ness. 
| health for some time. 


| ie 
JAY O. LASHAR | 


SANTA BarBarRA, CaL.—Jay O. 
Lashar, who retired several years 
jago as advertising manager of 
American Chain & Cable Com-| 


‘THOMAS M. CALLAHAN 


| Larayettre, La.— Thomas M. 


‘Scholastic’ Moves 


Scholastic Magazines have taken 
offices in the new Fairchild build- 
ing, 7 E. 12th St., New York 3. 


May 28. 


JOHN ALLEN MURPHY 
LARCHMONT, N. Y.—John Allen 
Murphy, 60, marketing counsel for 
G. M. Basford Company, New 
York agency which he served for 
16 years, died of a heart ailment 
June 4 at his home here. He col- 


$.S. SPECIAL FRISKET CEMENT 
$5.00 per gal. $1.50 per qt. 


Artex Artist Rubber Cement 
$3.50 per gal. $1.25 per qt. 
PHONE CENTRAL 3373 


ry Ty ly 


FOR 
THE 
ARTIST 
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The Newspaper 
Picture 


IN THE UTAH MARKET 


Has Changed 


i e. 
Oe sees Seen” , =A 


ST a eT Ee a 


THE DESERET NEWS 
IS NOW Z4e ADVERTISING BUY 


| 
% 7 days a week — with a ! 
Great Sunday Edition | 


*% Girculation up 58.5% 
% Lowest Milline Rate in Utah 


A significant change has taken place in the newspaper picture 
in Salt Lake City and Utah since last November. The Deseret 
News introduced new features — watched its circulation climb 
steadily — and then, on May 16, published the first Sunday 
edition in its history! 

Results: Nearly 60% gain in circulation in six months! Huge 
gains in advertising linage. Readers 
and advertisers like the new features— 
pictorial Sunday tabloid Rotogravure 
section — 32-page tabloid Comic sec- 
tion — Farm, Home and Garden sec- 
tion — many other Sunday features. 
A bigger and better newspaper every 
day in the week! 


Talk About 
Growth! 


More than ever, this influential Mor- 
mon newspaper covers the important 
Mormon market — plus! Milline rate 
is lowest in Utah, Sunday Rotogravure 
25c a line. 


The Deseret Nems 


SALT LAKE CITY, gUTAH 
National Representative: West-Holliday Co., Inc. 
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Bob Hope Rejoins 
‘Top 20’ on New 
Nielsen Report 


Cuicaco—Pepsodent’s Bob Hope 
is back among the first 20 Niel- 
sen-rated shows, according to the 
A. C. Nielsen Company’s report 
for the week of May 2-8. Hope 
rose from 21st place to seventh 
position on the latest tabulation of 
total audience. 

There was little change of posi- 
tion among the leaders, but “Lux 
Theater” lost 2.5 points from week 
to week, and “Godfrey’s Scouts” 
(Thomas J. Lipton) dropped 4.1 
points. 

“Mr. District Attorney” (Bris- 
tol-Myers) chalked up a sharp 
rise from 14th to fourth position, 
with a jump of 2.4 points, and 
Lucky Strike’s Jack Benny 
dropped from fourth to ninth, los- 
ing 3.2 points along the way. 

Procter & Gamble’s “Truth or | 
Consequences” continued its er-| 
ratic up-down ratings with a 3.5 
point drop in audience and a cor- 


responding slide from sixth to Price Ban Lifted 


PUBLIC 
RELATIONS 


campaigns to teachers 
reach millions of 


children's ears” 


7 ee 


| place. 


16th position. Walter Winchell, 
(Jergens) also slipped, from rvs! 
to 17th place. 


First Place for Third Time 


Among the daytime, two to five | 
a week programs, “When a Girl 
Marries,” 
tenaciously to first place, for the) 
second successive report. Sterling 
Drug’s “Backstage Wife” moved 
from 11th to fourth spot, but “My 
True Story” (Libby - McNeill) | 
skidded from fourth to 22nd) 
place. 

Among daytime, Saturday or 
Sunday shows, “County Fair” | 


| (Borden) made a surprising show | 


of strength, with a 2.4-point rise 
that carried it from seventh to first 
Cream of Wheat’s “Let’s 
Pretend” shifted from ninth to) 
fourth position. | 

The Nielsen data on total radio. 
usage per home declined some- 
what, with an average of 4.3 hours 
| per 24 in each home as compared | 
‘to 4.5 hours per home per day on) 
|the April 18-24 report and 4.4 | 
hours a year ago, 


(General Foods) clung | 


Nielsen Figures on Top-Rated Shows 
Week of May 2-8, 1948 
All figures copyright by A. C. Nielsen Company 


EVENING, ONCE-A-WEEK, 
Total Audience 


DAYTIME, 2 TO 5 A WEEK, 


? 1 When Girl Marries....... 9.100 44.7 

2 7 Young Widder Brown ....12.3 +1.1 

- : 3 ow Gal, Suntey sous’ be +31 

, } ackstage Wife ......... . +1. 

an an | § 14 Portia Faces Life....... 11.1 +1.2 

for Cc adi Radio 6 6 Rom. Helen Trent ...... 11.0 +02 
The Canadian Broadcasting Cor- | 17 8 Right to Happiness ...... 10.8 8 86+0.3 
poration has removed the regula- | : : a ao PO states 9 “— 
tion prohibiting mention of price 149 WR Lorenzo Jones ..........10.4 +1.9 
in Canadian commercials. The new | H ol Arthur Setres RA oe 4 =e8 
rule goes into effect Sept. o. | § oer” +0. 
13 6 Ree 9.9 —0.1 

The CBC board of governors | 44 10 Wendy ovves PEE 9.8 —0.6 
iwill review the situation after a/| 15 i eereees 95 —06 


six-month period and if it is found 
that mention of prices on the air | 
is “lowering the standards of | 
broadcasting and is detrimental to | 
radio listening,” will 
the ban. 


re-impose | 


Plugs Bronze Angel 
Lamont, Corliss & Co., New 
| York, will promote Pond’s Bronze 
Angel, summer cosmetic, this 
month and during July in six na- 
tional magazines. The agency is 
J. Walter Thompson Company, 


| New York. 


AKRON 
is a 
MARKET 
Worth 


About 


CROWING 


‘8 


And the Beacon Journal is worth Crowing 


about too, for seldom will you find one news- 


paper giving 100% coverage of a rich market 


the size of Akron. 


You, too, can do a bit of crowing, if you wisely 


take advantage of the tremendous pulling 


power that only Beacon Journal advertising 


enjoys 


in the Akron Market. 


power produces maximum results. 


Such pulling 


Can you 


think of a better way to keep your clients 


happy? 


AKRON 


BEACON JOURNAL 


JOHN S. KNIGHT, PUBLISHER 


REPRESENTED NATIONALLY BY: 


BROOKS G FINLEY 


STORY, 


15-60 MINUTE PROGRAMS 
Average Audience 


Prev. Cur. Points Cur. Prev. Cur. Points 

Rank Rank Program Rating Change Rank Rank Program Rating Change 
1 ©. Be ED “oc cccsdcnced 30.8 —2.5| 1 © Rar VR seresssccoes 21.0 —3.6 

| 2 5 Fibber McGee & Molly. ..25.3 +2.7| 2 5 Fibber McGee & Molly...20.4 +2.1 
3 2 Godfrey's Scouts ....... 22.2 —4.1; 3 2 Godfrey's Scouts ........ 18.1 —35 
4 14 Mr. District Attorney .. rr +2.4) 4 10 Mr. District Attorney....18.0 +2.0 
5 iP +. er 21.5 —0.7| 5 3 My Friend ee 17.9 —0.9 
6 3 My Friend Irma ........ 21.2 —2.3) 6 8 Amos 'n’ Andy........... 71.5 +03 

| 7  & * eee 20.58 +1.7)| 7 4 Jergens Journal ......... 16.9 —1,7 
8 8 Fitch Bandwagon ....... 20.2 —1.7| 8 BJ cdicocccesehd 16.2 —1.5 
9 DB WE bund cecase yee 19.8 —3.2) 9 9 Fitch Bandwagon ....... 15.8 —1.0 
10 16 Date with Judy.......... 19.7 +0.2 10 12. Screen Guild Players..... 15.4 0.0 
11 NR Screen Guild Players..... 19.3 +0.8 11 —} OU >= 15.0 +02 
12 15 Kraft Music Hall ....... 19.3 .2 | 12 13 Duffy’s Tavern ......... 14.7 —0.5 
13 11 Charlie McCarthy ....... 19.3 —1.3 | 13 NR Kraft Music Hall ....... 4.6 8 8©6+1.0 
4 10 Your Hit Parade ....... 19.3 —1.8 | 14 6 Truth or Consequences... .14.6 —3.7 
15 ee error 19.2 —1.2 15 18 Fred Allen ...........+. 14.6 +0.3 
16 6 Truth or Consequences... .19.0 —3.5 16 11 Charlie McCarthy ....... 13.9 —1.9 
17 9 Jergens Journal ......... 18.8 —2.5 | 17 NR This Is Your FBI ....... 13.7 +0.9 
18 NR Burns and Allen ........ 18.7 +18 18 NR Red Skelton ............ 13.6 +0.7 
19 cB. ' re 18.5 —1.5 | 19 NR Burns and Allen ........ 13.5 +2.0 
20 NR Great Gildersieeve ...... 17.6 +0.2 | 20 NR People Are Funny ....... 13.4 +1.3 

EVENING, 2 TO 5 A WEEK, 5-30 MINUTE PROGRAMS 

gg. 1 Lone Ranger ............ 46 —2.1/ 1 1 Lone Ranger ............ 1.8 © =—1.6 
2 2 Bill Henry News......... 10 —1.4) 2 2 Bill Henry News ........ 10.0 —1.4 
3 fe fC ae 97 —01; 3 NR Supper Club ............ 7.5 +0.3 


15-30 MINUTE PROGRAMS 


DAYTIME, SATURDAY OR SUNDAY, 5-60 MINUTES 


1 CR Cpe Fai ss cicdicces 12.8 +2.4 
2 4 Grand Central Station ...12.0 +1.2 
| 3 2 Armstrong Theater ...... 15 —03 
4 ee Br PED <n atver veces 10.4 -+0.2 
5 NWR Junior Miss ............ 10.4 +1.3 


NR—Not ranked in previous report. 


1 1 When Girl Marries ...... 11.8 +14 
2 9 Young Widder Brown ....11.1 +2.3 
3 2 Our Gal, Sunday......... 10.8 +0.6 
4 7 Backstage Wife ......... 10.1 +0.9 
5 13 Portia Faces Life ....... $.9 +14 
6 4 Rom. Helen Trent........ 9.9 +0.2 
1 5 Right to Happiness...... 9.6 +0.1 
8 m2 to) freee 9.6 —0.3 
9 6 Ma Perkins (CBS) ...... 9.3 —0.1 
10 Th GED ct ndwcccees 9.3 +0.8 
11 NR Lorenzo Jones .......... 8.8 +1.6 
12 DP MD 5 cn cnsescetée 8.7 —0.4 
13 Se CEE “wadessectseves 8.6 0.0 
4 10 Wendy Warren .......... 8.6 —0.2 
15 14 Pepper Young .......... 8.2 —0.3 
1 WR County Fair ............ 9.8 +2.0 
2 3 Grand Central Station .. 9.8 +0.9 
3 2 Armstrong Theater ...... 9.2 0.0 
4 NR Stars over Hollywood .... 8.5 +0.7 
5 NR Adv. of Archie Andrews... 8.4 +1.5 


Commercial All 
But Stops Texaco 
Video ‘Theater’ 


| New YorkK—Emcee Milton 
| Berle’s antics on the first “Texaco 
|Television Theater,” which pre- 
miered over NBC last week, were 
warmly applauded, but the most 
_talked about feature of the show 
was the middle commercial. 

The Texas Company, which is| 


|Senor Wences and others in the 


| 


cast. 


This commercial technique—fit- | 
into the) 


ting the announcement 
lineup of the show—will be con- 


tinued during the series, accord-| 


ing to Kudner Agency. 


Straus Names Shoatf 


Edgar A. Shoaff, formerly chief 
of advertising division of the War 
| Assets Administration regional of- 
|fice in Los Angeles, has been 
|named vice-president in charge of 


| hour-long vaudeville telecast, lim- | Straus & Co., Los Angeles. 


Prior 


ited itself to an opening and clos-| to joining the WAA, he was copy | 


| 


|mercial. The sponsor’s piece was 
| well spoken by Sid Stone, who 
|appeared in the role of a side- 
/walk pitchman. Standing against 
‘the background of a Texaco gaso- 
|line station, he hawked his spe- 
'cials—a 10 cent potato peeler with 
'a Marfak lubrication job, a tank- 
|ful of Fire Chief and Sky Chief 
and a can of Havoline motor oil 
thrown in. 

Mr. Stone’s act, which lasted 
about three minutes, fared as well | 


|with the video audience as the} manager of 
Bailey, | Boston. 


‘performances of Pearl 


ing credit line and a middle com-_| editor of Needham, Louis & Bror- | 


by, Chicago. 


WNAC Adds Two 


Philip S. Carter and Henry A. 
Reeves have been added to the 
promotion and publicity depart- 
ments, respectively, of Station 
WNAC, Boston. 


To Badger & Browning 
Christopher J. Raines, formerly 
with Rickard & Co., New York, 
|has been 
Badger & Browning, 


appointed production | 
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WNBC-TV Joins 
| DuMont Network 


| New Haven— WNBC-T\ schu 
scheduled to begin picking & ix-E 
programs from the DuMont ne 
work starting this week. lack 
The station, running neck a4 
neck with Boston’s WBZ-Ty @CHICAG 
be the first commercial outlet offckage 
erating in New England, is links used 
to New York by a special micrompany 
wave relay system constructed fpssful t 
DuMont. It is owned by the Epmpany 
City -Broadcasting Corporatiqgon of F 
which also operates AM and Co. 
affiliates. Packag 
Local programming on WNB@Xx bars 
TV will not get under way un@it-O-He 
the middle of July. Jewel 
ctindaaintieninasiiies ea Com 
Introduces New Paci 
Lettering Instrument 
Varigraph Company, Lincolj 
Neb., has announced a smalbeatest 


mechanical device, known as thi 
Varigraph lettering instrumenP™ 
for reproducing many sizes of lef 


ters from a single templet direct . 
in ink or pencil on any suitapgpunter i 
surface. package | 
The letters may be reproducagr shelv 
to any desired width combindiit syste 
with any desired height betwee 
.075 and .750 of an inch. The le S 
ters’ width and height are co 
trolled by positioning two knobg Each | 
The lettering may be done directllvo wee 
on paper, tracing cloth or oth@ores, ar 
material. It will be available Bere so! 
August. pr unit: 
total « 
Names LaFollette 19%, 
Jesse M. LaFollette has beqmits of 
named sales promotion manag@pr fives. 
of Hampden Brewing Compan Results 
Willimansett, Mass. 867 six: 
ars witl 
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FINE OFFSET PRINTING 


The Veritone Co., 57 W. Grand Ave., Chicage 
Telephone Whitehall 5957 


| 


. GREAT PUBLICATIONS 10 SERVE YoU. 


Used together as a “package” 
they will put your sales story 
before the largest available 
coverage of marketing, sales, 
merchandising, and advertis- 
ing executives concerned with 
moving goods or selling serv- 
ices to the nation’s industrial 
and consumer markets. Com- 
bination rates make this “pack- 
age” as economical as it is 
complete. 


tors p, 


ae ADVERTISING FIELD 


ADVERTISING PUBLICATIONS, INC. 
THE LARGEST PUBLISHING HOUSE SERVING 


PUBLISHER: OF ADVEMTISING AGE 
INDUSTRIAL MARKETING 
INDUSTRIAL MARKET DATA BOOK 


AND 
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Bompany, St. Louis, after a suc- 
imssful test conducted here by the 
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\dvertising in the Test Stage 


‘chutter to Use | 
pix-Bar Candy 
lack After Test 


Curcaco—A new cellophane 
nekage of six candy bars is be- 
g used by the Schutter Candy 


| 
| 


bmpany and the cellophane divi-| 
on of E. I. du Pont de Nemours | 
Co. 
Packages ranging from four to} 
x bars of Schutter’s Old Nick and | 


Bit-O-Honey candy were tested | 


| Jewel Tea Company, National | 
ea Company and Great Atlantic) 
Pacific Company stores for eight 
eeks ending April 12. A Schut- 
r spokesman said results showed 
at the six-bar package brought | 
eatest sales and reduced pilfer-| 
ve. It also reduced labor and) 
bndling. Whereas single bars 
ust be sold at the check-out) 
punter in chain stores, the larger 
package can be displayed on regu- 
r shelves, speeding the check- 
t system. 


Six-Bar Units Win 


Each package was tested for 
© weeks in each company’s) 
ores, and in the final two weeks 
ere sold simultaneously. Six- 
ar units outsold fours by 35% 
) total of bars and outsold fives | 
, 19%, although the number of| 
its of sixes sold was less than | 
br fives. 
Results showed that sales totaled | 
867 six-bar units totaling 11,202) 
prs with dollar volume of $487, | 
889 fives totaling 9,445 bars at | 
B97 and 2,244 fours totaling 8,976) 
ars at $381. When all packages | 
ere sold simultaneously results| 
ere approximately the same. No 
pecial advertising or point-of- 
ple aids were used. The fours re-| 
hiled at 17 cents, fives at 21 cents | 
ind sixes at 25 cents. 
A spokesman said that no spe-| 


| 
| 
| 


SIMPSON-REILLY, LTD.) 
Publishers Representatives 


SINCE 926 

OSANGELES GARFIELD BUILDING 
AN FRANCISCO RUSS BUILDING 
EATTLE NEW WORLD LIFE BLDG.) 


cial campaign for the new pack- 
age is planned at present. Schwim- | 
mer & Scott, Chicago, is the 
agency. 


Plastone Test Gets 
Wide Distribution | 


Cuicaco—Good results are re- 
ported from the use of newspapers 
and radio in Los Angeles and sev- | 
eral other markets to test Plas-| 
tone Bright, a cleaner for automo- | 
biles and household purposes, 
made by Plastone Company here. | 

A company spokesman said that | 
the test, which began May 24 and 
is still under way, already has| 


[brought 82% distribution in| 
chains and a “good deal” of dis- 
tribution among _ independents. 


Full-page editorial-type ads are 
running in newspapers, while | 
radio time for 13 weeks is sched-| 
uled on Stations KHJ and KNX, 
Los Angeles. Radio will be used 
in other test markets shortly. | 
The product was _ introduced 
two months ago. Jewell F. Stevens 
Company here is the agency. 


MARTIN TRIES ‘BIGGEST’ 
DRIVE IN TWIN CITIES 

MINNEAPOLIS— Martin Food 
Products, Chicago, has begun 
what it believes is the biggest 
campaign ever undertaken in the 
Twin Cities area for jams and 
jellies. The drive is for its Lady 
Corinne line. 

The company has signed food- 
fashion commentator Arleth Hae- 
berle for a 25-minute radio show, | 
“Around the Town,” to plug the. 
products six days a week on Sta-| 
tion WTCN, over which she for-| 
merly was heard three days a/| 
week. Commercials feature Mar-| 
tin’s use of fruit juice and sugar | 
exclusively and omission of syrups | 
and fillers in its products. 

A company spokesman said that | 


the program is pulling so well that | 
similar air shows are planned in| 
Des Moines, St. Louis and other | 
midwestern cities. Newspaper 
space also is planned. 

In connection with the cam-| 
paign, Martin is offering retailers 
a set of five all-purpose kitchen 
knives as a premium for purchase 
of 10-case lots. 

Morris F. Swaney, Inc., Chicago, 
is the agency. 


Sy ee ee ee 


ENTER SMILEY—To plug the idea that 

railroad and community prosperity are 

interdependent, Erie Railroad is run- 

ning a series of ads featuring its new 

trade character, Smiley, in 120 on-line 

cities. Griswold-Eshleman Co. is the 
agency. 


Leland Davis Changes 
to Davis-Mueller-Liebing 


The advertising agency previ- 
ously known as Leland Davis, Inc., 
Cincinnati, has been chartered as 
Davis-Mueller-Liebing, Inc. Le- 
land Davis is president; Louis D. 
Mueller, vice-president; Arthur F. 


L. Davis 


Liebing, treasurer and art direc- 
tor, and Mrs. L. M. Doherty, sec- 
retary. Offices will remain in the 
Union Central building. 

Mr. Mueller, a former Asso- 
ciated Press correspondent and 
branch manager, entered the 
agency business from the adver- 


A. Liebing L. Mueller 


|tising department of the Cincin- | clared that it experiences strenu-| 


nati Enquirer. Mr. Liebing was 
previously a staff member of Cin- 
cinnati Engraving Company and 
Mrs. Doherty was formerly on the 
advertising staff of the Eagle- 
Picher Company. 


Fairchild Ups Silverberg 

Carol Silverberg, promotion 
manager of Women’s Wear Daily, 
has been appointed to handle 
circulation promotion for all Fair- 
child publications. 


L. A. Court Rules 
Against Standard 


} 


Oil Contracts | 


| Los Anceres—In a ruling which | 
| will have wide repercussions in| 
'the marketing structure of not| 
jonly the oil industry but many | 
|other major. industries, . Judge) 
| Leon R. Yankwich, in the federal | 
/court here, June 7, handed down) 
|/an anti-trust decision which out- | 
|lawed contracts between Stand- 
ard Oil Company of California | 
and some 6,000 independent serv-| 
‘ice station operators on the basis | 
that contracts forcing independ-| 
ents to deal exclusively in Stand-| 
ard products are “unreasonable | 
restraint” on interstate commerce. 

In ordering an injunction 
against Standard, Judge Yank- 
wich suspended its execution 
until six months after a final rul- 
ing on the case by the U. S. Su- 
preme Cuurt. He explained his 
action by saying: “There need be 
no change in practice until after 
a final decision in the Supreme 
Court ... because it is under- 
stood by all that this type of case 
should go to the highest court, no 
matter what side wins.” 

Stating his conviction that the 
contracts are in restraint of trade 
and prevent competition from 
smaller companies, Judge Yank- 
wich said: “It has been shown 
conclusively that these contracts 
have the effect of limiting the in- 
dependent station outlets to 
Standard products.” 


Competition Unlimited 


Standard had argued that such 
contract practice has been fol- 
lowed for many years and other 
major companies have _ similar 
| contracts with the outlets they 
;control. The company also de- 


} 


} 


|ous competition, not only from in-| 
| dependent companies but also 
|\from such major operators as 
prema Texas, Richfield, Asso- 
ciated, Shell and General Petro- 


leum. 


After the ruling was handed | 
down, William G. Dixon, head of | 
the anti-trust unit here, was) 
quick to point out that the deci-| 
sion can have a nationwide effect, | 
and indicated that the Standard | 


G AR ‘ see During 1947 these leading advertising agencies 
AREA OF OPPORTUNITY each placed a total of more than 5,000 lines in 
. . 
for National Advertisers N. W. Ayer & Son, Inc........... 57,574 Duane Jones Company, Inc 10,920 
, Awe Cane & 1 “se Inc... 53,605 Roche, Williams & Cleary, Inc. 10,541 
cj ic isG: cudner Agency, Inc................ 49,942 Beaumont & Hohman, Inc..... 10,266 
Steel, se, 4 ranking basic product, isGary . Newell-Emmett Co.................... 47,738 Compton Advertising, Inc....... 9,944 
leading industry. The largest steel mills J. Walter Thompson Co., Inc. 46,428 ‘Tatham-Laird, Inc................. 9,000 
: , : sary. W: a h Young & tubicam, Inc........... 37,929 = MacFarland, Aveyard & Com 
in the world are in Gary. Wages in the Ruthrauff & Ryan, Ine. 37,296 or ees 9.597 
, “OS 6,796 ———? Ef ey ee 4 
industry, and large back-logs of orders, McCann-Erickson, inc............ 27,772 Hermon W. Stevens Agency 9,440 
Grant Advertising Inc............ 26,492 Zimmer-Keller, Inc. ................. 9,240 
assure long term, overall prosperity at Geyer, Newell & Ganger, Inc. 26,100 ~ : Knowlton, Penns ee 8,684 
° . ° » ° 7 na Lz be : Feasl 3 ee €O urnett Company, oe... 8,600 
increasingly higher levels. On a per ees > Ene o— .... 24,036 Fuller & Smith & Ross, Inc 8,349 
capita basis, this area is one of the | Stockton-West-Burkhart, Inc. 23,178 Kastor, Farrell, Chesley & 
ae William Easty & Co., Inc....... 23,018 Clifford, Inc. . 8,244 
nation s best markets. Campbell-Ewald Co., Inc.. 22,422 Henri-Hurst & McDonald, Inc. 7,900 
ng” a ena Al Paul Lefton Co., Ine... 7,710 
W. Earl Bothwell, Inc........... . 19,461 R. J. Potts-Calkins & Holden 7,258 
THE GARY HE Begee Ts tet Redan Has 7 
H. W. Kastor & Sons Adver- John W. Shaw Adver., Inc... 6,750 
tising Comment . ‘ eels rs eat 16,500 Dancer-Fitzgerald-Sample, Inc. 6,341 
POST = TR | B U N E Mac Manus, John & Adams, Inc. 16,408 a a -Fox-Prell & Dolk, ; 
Hutchins Adver. Co., Inc....... 15,196 IC. evecescoreseasseereooseereseseoes . 6,322 
GARY'S ONLY NEWSPAPER Meldrum & Fewsmith, Inc..... 13,680 Canaday, Ewell & Thurber, Inc. 6,033 
= Sherman & Marquette, Inc..... 13,260 = M. maoee Company = 5,657 
Batten, Barton, Durstine & ). Arcy Advertising Co., Inc. 5,400 
HITS THE CENTER OF THIS SALES TARGET SS eee et 12,712 Swaney, Drake & Bement, Inc. 5,372 
Daily home delivered penetration of more than 95% of D. P. Brother & Co., Inc....... . 12,502 Albert Frank-Guenther Law, 
the families in the Gary city zone. 80% penetration aver- Erwin, Wasey & Co., Inc....... 12,391 Inc. .. ee 5,10 
age for the entire Gary Trading Area. No other medium, Kenyon & Eekhardt, Inc....... 11,058 Cecil & Presbrey, Inc.. 5,100 
including the combined circulations of all five Chicago 
dailies, even approaches our penetration in this area. 


If you want response, advertise in THE GARY POST-TRIBUNE, the 


newspaper with one of the most productive PULLINE* rates in America. 


*PULLINE measures RESULTS when you ADVERTISE IN THE GARY POST-TRIBUNE 


National Advertising Representatives: BURKE, KUIPERS & MAHONEY e New York, Chicago, Atlanta, Dallas, Oklahoma City, Los Angeles, San Francisco 


For best results ADVERTISE ADEQUATELY in newspapers 
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jcase is the first of a series of 


actions against other companies 
using similar contracts. 
Standard is studying the deci- 


‘sion and will rot decide whether 


an appeal will be made until it 
has been carefully analyzed, a 
company spokesman said. 


Harris Goes on Own 


William M. Harris, who re- 
signed on June 1 as sales promo- 
tion manager of National Biscuit 
Company, New York, has opened 
his own office for the creation of 
point-of-sale merchandising dis- 
play fixtures at 52 Vanderbilt 
Ave., New York. Mr. Harris will 
represent Brunhoff Mfg. Company 
of Cincinnati, producer of display 
equipment. 


Healy Rejoins Jones 

John F. Healy, for several years 
with the Kroger Company and the 
past four years with: Stockton, 
West,, Burkhart, Inc., Cincinnati, 
has rejoined the copy staff of the 
Ralph H. Jones Company, Cincin- 
nati agency. 
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The Ore¢ ign 
goes with tf “ 
Oregon Marke 


What's in a name? If the name is 
THE OREGONIAN, there's 
plenty in it for smart advertisers: 
Dominance of the $2 billion 
Oregon Market... prestige of 
nearly a century of good 
newspapering . .. daily circulation 
increase of 54.5% since 1940... 
potent influence on the lives and 
prosperity of 114 million people 
in this favored region, Yes, like 
Romeo and Juliet... The 
Oregonian and the Oregon Market 
are a twosome meant for 

each other! 


FIRST 


In Circulation: Daily & Sunday 
In Coverage: Family & Market 
In Influence: Editorial & Advertising 


Oregonian 


PORTLAND OREGON 


REPRESENTED NATIONALLY BY 
MOLONEY, REGAN & SCHMITT, INC. 
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Bendix Sales Gain 


Reduction of prices by Bendix 
Home Appliances about May l, 
plus introduction of new models 
then, resulted in a sales increase 
of 151% in the following four 
weeks, the company has an- 
nounced. The comparison is with 
the seven-week period prior to 
the price drop (AA, April 26). 


Buys Poster Company 


John Donnelly & Sons, Boston, 
has purchased Consolvo & Ches- 
hire, Inc., operator of 2,000 poster 
panels in the Norfolk, Va., area. 
Acquisition of the property ex- 
tends the Donnelly operation, 
which now covers markets from 
Maine to South Carolina, into its 
ninth Atlantic Seaboard state. 


STOCK CUTS 


Complimentary 144-page 
Han »k of top illustra- 
tions to Printing and Adver- 
tising Executives. Write on 
business letterhead. 


STIVERS STUDIO 


113 New Montgomery Street 
San Francisco 5, California 


MO 


8-Man Committee 
Makes Vigorous 
Push for Census 


Board and the U. S. Chamber of 


Commerce, took their case to ap-| business, transportation and min-/| portant 
propriations committee Chairman erals censuses are to be taken next | spend thousands of dollars in fur 


Harold Hagen (R., Minn.). The 


Advertising Age, June :, 1949 


|}orandum pointed out, “many im 
business establishme 


John Taber Monday in a special year, and simultaneous censuses ther refining and adapting 


hour-long interview. 
Follow with Memo 


Later they sent Rep. Taber a) 
detailed memorandum outlining 
their interest in a census, and their 


of business, manufacturing, trans- 


portation and mineral industries | needs.” 


every five years thereafter. 


Request Flown East 
The budget request for the post- 


Wasnincror — An eight - man| Confidence in the ability of the | war business census was being 


|committee representing advertis- | 
‘ing and other marketing groups) 
‘tried last week to add the Census 


Census Bureau to do an effective| fown from the Presidential en-| merce. 


b. ; F 'tourage somewhere on the West) 
With time running dangerously Coast. There was a possibility an|a census after eight years of un 


|of Business appropriation to the) low, the campaign for an esti-| effort might be made to attach it 


| list of “must” items scheduled for | 


approval in the closing hours of| 


'this congressional session. 

Though legislative authority for | 
the census early next year cleared | 
| Congress and reached the White) 
House Tuesday, industry spokes- 
men warned that the project can- 
not go ahead without a grant of 
funds before Congress closes shop. 

The. committee, including rep- 
| resentatives of the Four A’s, the 
|American Retail Federation, the 
| National Industrial Conference 


mated $13,200,000 to cover the 
business, minerals and transpor- | 
tation censuses became entangled | 
in intricate parliamentary maneu-| 


vering. 

The long-discussed enabling | 
legislation was finally enacted 
Tuesday, when Sen. William 


Langer (R., N. D.) captured the 
Senate floor long enough at the 
opening of business to secure 
agreement on technical changes 
which the House had under the 
final bill, sponsored by Sen. Al- 
bert Hawkes (R., N. J.) and Rep. 


WSM APPLIANCES? 


I. ten years the electrified farms 
in the WSM region have increased 
794%. That's a market—— 


It's a market for appliances, for 
home and farm — appliances which, in 
addition to their own trademarks, bear 


an invisible label — the stamp of 
approval our listeners automatically 
attach to products advertised over 
WSM. Our 7'/2 million have come to 
accept as gospel the statements that 


ride our 50,000 
signal. 


This confidence 
opens the gates to this market for our 


sponsors. 


watt, clecr-channel 


is the force that 


| 


| 


| 
| 


WSM 


NASHVILLE 


HARRY STONE, Gen. Mgr., IRVING WAUGH, Com. Mgr. © EDWARD PETRY & CO., Nat'l Rep. 
50,000 WATTS © CLEAR CHANNEL © 650 KILOCYCLES ¢ NBC AFFILIATE 


/necessary before a census can be 


| tion; cost; value of the census, and 


to a supplemental appropriation 


bill now before the Senate appro- | 


priations committee. 
Citing the detailed preparations 


taken, the memorandum filed with 
Rep. Taber by the marketing 
groups urged that business and 
the Census Bureau know in ad- 
vance the amount that would be 
available in order that they can 
conduct their actions within the 
limits of the appropriation. 

“In addition to the steps nec- 
essary to insure accuracy, which is 
the basic requisite of census data, 
business also is interested in the 
development of the kind of sched- 
ules and forms which will result 
in the gathering of the desired 
data at a minimum of time and 
effort on the part of the business 
men who must supply them,” the 
memorandum said. 


Asks Four Questions 


During the interview’ Rep. 
Taber dwelt on four basic ques- 
tions: Urgency of the appropria- 


ability of the bureau to do the 
job. 

The committee explained that 
statistics are essential to the effi- 
cient functioning of American 
business. “From the smallest en- 
trepreneur to the largest corpo- 
ration reliable data are essential 
for the vital day-to-day decisions 
to maintain a healthy economy,” 
it argued. 

“Apart from the direct concern 
of business in the census, its bene- 
fits are in the broad public inter- 
est. Accurate, timely statistics 
make possible the efficient func- 
tioning of the free enterprise sys- 
tem and a lowering of distribution 
costs to consumers,” the memo- 
randum pointed out. 


census data to their own speci4 


A special statement was fil 
‘by George C. Smith Jr., resear: ’ 
| economist and secretary of ty 
|committee on business statistic 
‘of the U. S. Chamber of Com 


NEW 

but of 

After outlining the urgency ¢ Lwned 

| precedented change, Mr. Smit a 
stressed the fact that it will bg ) or 
impossible to get complete ang ocal ¢ 


accurate figures if census planning 4: 
is delayed until Congress reas 
sembles. 


Delay Increases Difficulty 


“The further we go into 194 
before getting the job under way 
the more difficult it will be to ge 
the exact count of the firms op 
erating in 1948, and to track dow 
the records through shifting own 
ership, disappearance and losses,’ 
he explained. 

The eight-man committee in 
cluded Preston Bergin, field secre 


atchi 
brea, 


; wed 
tary, American Retail Federation steered 
Warren N. Cordell, vice-president say 


A. C. Nielsen Company, Chicago 
Byron J. Korb, chairman, Censu 
of Business subcommittee, Na 
tional Industrial Conferencd 


ikes, 
ing § 
hlso V 


Board’s advisory committee o —' 
market research directors; Guy 

Marion, manager, Los Angele@ The 
Chamber of Commerce; Carltomot be 
Nau, manager - secretary, Amerigpyperi 
can Public Power Associationfke}f-co 


Virgil D. Reed, associate directo 
of research, J. Walter Thompso 
Company, representing the Foul 
A’s; A. F. Schalk, chairman, cen 
sus subcommittee of the Com 
merce Department’s retail trad¢ 
advisory committee, and Mr 
Smith. 


proxin 
uppor 
and di 
All | 
abou 
f the 
countr 
intervi 
search 
per ce! 
this y 
study 
Of 1 
niddle 
upper 
These 


TYPING 
VARI TY Faction 


Cut your composition costs to the 
bone, but get just-like-type reproduc- 


tions by using VARI-TYPE service. Bio the 
Ideal for presentations, folders, house- Breport¢ 
organs, etc. Perfect for stencil o # If 
planograph work. Write or phone for Bo tin, 


specimen sheet of type faces and}... 


The committee stated that busi- 
ness fully recognizes the reliabil- 
ity of the benchmark data and the| 
current surveys of the Bureau of| 
the Census. “Indeed,” the mem- 


quotations. 
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SEEING IS BELIEVING. Let us show you proofs of ‘14 . Fie 
finest process color plates produced regularly for thele. J 4. onl 
ing advertising agencies that have appeared in natio'°%>  o¢ 
publications. You are always assured of faithful rep: og: blis 
duction by highly skilled craftsmen whenever you f the | 
FAITHORN. This is an important part of FAITHORN Co™@ the ° 
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ewell-Emmett 
heports Findings 


=: ton Videotown’ 


| 


f Com#f New Yorx—In Videotown, two | ; sao \ 
but of three television sets are) “4) 1%) > 
ency (wned by middle income groups. | how if y ily | 
of un fost viewers bought their a | d ie! | 
Smiti.ivers—usually a model with a/ eae eee ae | 
will be 0 or a 12-inch screen—from a/| av — I 
ste an@ial dealer in late 1947 or early | ye 
lanning 948. pate . na 
S reas# These are some of the findings MARATHON th 
bf Newell- Emmett Company, Streep ' 
yhich has selected a typical com- 
a me within range of New York | 5'AR-SPANGLED—This four-color page 
to 194% sions to observe the effects of in the June 26 Saturday Evening Post 
er way tatl . leads off Marathon Corporation's sum- | 
2 to ge - a Roary pe ger mer tgp ag Pom jw ome “owe | 
ain » U.S. AL venience o arathon-packaged dairy 
™MS OP#he agency made public the first! products, meats and frozen foods. Le- | 
‘k dow Vally, Inc., Chicago, has the account, 


hf a series of studies. 

Concerned mainly with the 
ypes of facilities available for 
atching television in the test 
brea, this analysis will be fol- 
owed by reports on listening and 
buying habits of families in Video- 
own, their program likes and dis- 
ikes, and their reasons for get- 
ing sets. The non-set owners 
hlso will be surveyed to deter- 
nine their reaction to television. 
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City of 40,000 


The test town—its identity will 
ot be revealed in view of future 
pxperiments—is described as a 
elf-contained community of ap- 
proximately 40,000 residents. It is 
upported by industry, agriculture 
and distribution. 

All of the city’s 267 set owners 


of the estimated total for the 


interviews by members of the re- 
search department. 


this year. (Field work for the 
study was completed April 1.) 

Of the total, 60% were in the 
iiddle income group, 26% in the 
upper and 14% in the lower. 
These figures correspond closely 


G 


jon 


reported in a WPIX study. 
If the citizens of Videotown 


present rate, the number of sets 
n use will have tripled—com- 
ion fared with December, 1947—by 
a 


© 6, ik Fim 


nd 3% in clubs. 
10-Inch Used Most 


| Most popular screen-size in the 
uinea pig community is the 10- 


ch model, which accounts for 
lmost 50% of home and bar sets. 
his is followed by the 12-inch 
reen in 23% of the locations, 
md the seven-inch model in 13%. 
s more of the middle and lower 
come families enter the mar- 
et, the trend is toward smaller 
kreen sizes. 

Thirty-three dealers — 21 local 
usiness men, the remainder from 


= j 0 to 200 miles away—sold the 
mere 6° sets. Home merchants made 
natio'°%s, of the sales, the two leading 
vl rep’ °Rs\ablishments sharing one-third 
you f the business between them. 

RN Com# The Videotown project is under 
J Print'-@h direction of George F. Foley 
wder— @r.. chairman of the agency’s tele- 
- Money#fion committee. He said the 


ft was undertaken in the light 
client interest in the new me- 

lum (Newell-Emmett’s Chester- 
Lay le'd, for example, already is a big 


ae 


S r). 


cendy Moves Offices 


tandy Advertising Agency, To- 
rto, has moved its offices from 


nd St. 


| 
| 
| 
| 


| 
} 


| 


about one-tenth of one per cent! 849 ane 
country—were quizzed in personal | 


Thirty-three | 
per cent of them bought their sets | 


continue to buy receivers at the) 


he end of 1948, G. W. Tasker,|vertising Productions, 
lirector of research, said. Some} This, TAP says, compares with an | 


| 
| 


Senate Unit Puts 
O.K. on ‘Content 
Checking’ by FCC 


WASHINGTON—The Senate inter- 
state commerce committee last 
Wednesday approved an omnibus 
overhauling of federal radio law, 
specifically endorsing FCC’s pol- 
icy of checking the content of pro- 
grams in determining whether a 
licensee operates in the public in- 
terest. 

While the bill stands no chance 


Last Minute News Flashes 


Cyl-Dent Toothpaste Spreads to NY Market | 
New YorK—Skin Tested Drug Products Company will start mov-| 
ing into the primary New York market today with Cyl-Dent tooth- | 


paste, after using newspapers in Newark, Elizabeth, Passaic and_/| 


| Paterson, featuring a money-back guarantee. In New York the com- | 


pany will add the Margaret Arlen show on WCBS. Prior to adver- | 


tising, the company—through Advertising Distributors of America— 


| detailed druggists with sample tubes in the New Jersey area, along | 


| and radio account executive. 


Tyler Named Creative Head at Burnett 


Cuicaco — Leo Burnett Company has appointed William Tyler as 


creative head at the agency’s headquarters here. 


He has been the! 


copy chief at Dancer-Fitzgerald-Sample on Procter & Gamble prod- 


ucts. Formerly he was copy director of Doherty, Clifford & Shenfield,| Association of National 


Magazine Rates 
Currently Rising, 
ANA Study Shows 


New YorkK—On a _ cost-per- 


| with a sample and circular to each dentist. Ernest Remley Company | 1,000-copies basis, magazine ad- 
is the agency. - ’ 


vertising rates were unchanged 
from 1940 through the first half 
of 1947, but this year have risen 
as much as 18% from 1940 levels, 
the magazine committee of the 
Adver- 


and with Young & Rubicam and Foote, Cone & Belding, in New York. | tisers reports in its annual “Maga- 


Keesely Joins Lennen & Mitchell; Heads Radio 


New YorK—Nicholas Keesely, former manager of program sales for | 


radio department. 


side, New York. 
general manager. 


of consideration in the adjourn-| 
| ment rush, 


the committee’s 9-4 
,approval of “Blue Book” proce- 
dure represents flat repudiation 
industry segments, 
| which have insisted that FCC con- 
fine itself to technical matters. 

As reported, the bill provides 
many refinements in licensing and 
hearings procedure which the in- 
dustry has asked. It also includes 
|a new provision endorsing FCC’s 
50,000-watt limitation on standard 
| station power. 


to the breakdown in New York as| Chicago TV Stations’ 


Audience Highest: TAP 


Average evening audience per 
| video station in Chicago as of May 
|22, when there were 23,269 sets 
|in use in the area, was 85,998 peo- 
|ple, according to Television Ad- 
Chicago. 


@ of the sets installed during | average Chicago AM radio station 
he first three months of this year |@Udience of 79,580 


(119,000 on) 


ent into private homes. Four re A gaa and 34,000 of “B” 
ve sets (79%) =m Use are ag The comparison, based on 
omes, 17% in bars and grills,/“recognized surveys,” covers 


video and AM sets in use, number 
of viewers and listeners per set, 
average per cent of sets in use 
from 6:30-10:30 p.m., and aver-| 
age week night audience — ad- 
justed to give average audience | 
per two video stations and 10 AM | 
stations operating. Also, TAP 
estimates the two television sta- | 
tions average 70% more new) 
viewers per week than the radio | 
station listener turnover. | 


——— 
Capt May Resign 

It was reported in Washington | 
last week that J. C. Capt will step | 
down as chief of the Bureau of| 
the Census to become head of 
Commerce Department’s New 
York regional office. Mr. Capt is 
hospitalized and not available for 
comment. In the event of his 
resignation, Commerce Secretary 
Charles Sawyer would face de- 
mands for a _ successor familiar 
with the use of statistics. 


Appoints Ohlandt 


B. C. Ohlandt, formerly vice- 
president of Schenley Distillers 
Corporation, New York, and prior | 
to that president of the Grocery 
Stores Products Company, New 
York, has been appointed sales 


Richmond St. West, to 66 Port- | 


manager of the monopoly state 
division of National Distillers 
Products Corporation, New York. | 


Grant Advertising, Inc. 


| 
| 


| Mutual and CBS, has joined Lennen & Mitchell as manager of the 
Mr. Keesely started in 1928 with N. W. Ayer & 
| Son, for whom he was successively time buyer, talent head, producer 
He succeeds Thomas P. Doughten, who 
becomes executive assistant to Ray Vir Den, L&M president. 


Universal Introduces New Cosmetic in Co-op Ads 
New YorK—Universal Laboratories will introduce a beauty treat- 
ment in cake form, “Beauty in the Morning,” on June 20 with co- 
operative ads with Stern Brothers, in the New York Herald Tribune 
and Times and with Mandel Brothers in the Chicago Tribune. : 
addition, Universal is scheduling four black-and-white pages in The | age of space devoted to advertis- 
New Yorker beginning June 18 and four 800-line ads in the Chicago|M& IM an average magazine is 
Tribune. The agency is Cole & Chason, New York. 


Baur Made Publisher of ‘Casket & Sunnyside’ 

New Yorx—Charles S. Baur, formerly vice-president and general | 
manager of the Iron Age, has become publisher of Casket & Sunny- | 
He succeeds the late Paul N. Rothe, editor and) 
An editor is still to be appointed. 


Coca-Cola Export Appoints Grant Advertising 
New YorK—Coca-Cola Export Corporation has placed its far east-| achieve maximum efficiency in 
ern advertising with the Bombay, Calcutta and Shanghai offices of | magazine programs, . 


In | 


Stromberg-Carlson House May Adopt 


Sets Up $100,000 
Video Campaign 


New YorK—Stromberg-Carlson 
Company, Rochester, is expected 
to spend about $100,000 in its 
“better than being there” televi- 
sion campaign. 

The manufacturer recently in- 
troduced two new _ receivers—a 
$465 table model and a $625 con- 
sole. The company’s line of video 
sets, all with 12-inch tubes, now 
numbers four. 

Federal Advertising Agency has 
scheduled a series of five newspa- 
per ads in television cities. In ad- 
dition there will be four full 
pages in the Metropolitan edition 
of The New Yorker. 

Meanwhile, Pilot Radio Corpo- 
jration last week previewed the 
|lowest priced television set an- 
|nounced to date—a $99.50 model 
with a three-inch tube. This re- 
ceiver, which weighs 15 pounds 
and is enclosed in a plastic cabi- 
net, will be promoted as “Candid 
TV,” which can be moved from 
room to room. Advertising plans 
for the set, Pilot’s first, which 
will not be on the market for 60 
days, have not been completed. 

Garod Electronics Corporation 
also has added two new models— 
only one has been available pre- 
viously—to its television line. Un- 
veiled last week were two table 
sets, both including AM and FM 
as well as video, one with a 10- 
inch screen ($375) and another 
with a 12-inch screen ($425). 

Cooperative newspaper copy 
will be used to plug these sets. 


Sweets Company Offers 
Copter Cap Premium 


Sweets Company of America 
Hoboken, N. J., will launch a cam- 
paign this month in 57 newspa- 
pers and 87 comic, youth and 
scholastic magazines offering a 


| PoPAI Reelects 


‘Dead’ Postage 
Increase Bill 


WASHINGTON—House rules com- 
mittee chairman Leo Allen (R., 
Ill.) said Thursday that a postage 
rate increase bill may be adopted 
this session to offset partially a 
$268,800,000 postal pay increase 
now being pushed by Republican 
leadership. 

Allen feels that Republicans 
would be reluctant to raise postal 
pay without cushioning the impact 
on the postal budget, now running 
at a $345,000,000 loss. Increases 
would be based on HR. 3519, the 
Rees bill bottled up by the lead- 
ership for more than a year. 

It raises $110,000,000 and means 
an increase on about 25% of pub- 
lishers’ second-class mail and par- 
cel post, six-cent airmail, and sub- 
stantial increases on direct mail 
and other specialized postal serv- 
ices. 


Lee Sponsors Pearson 
on TV; DuMont Adds 2 


The Frank H. Lee Company, 
through William H. Weintraub 
Company, New York, will back 
ABC newscaster Drew Pearson on | 
DuMont’s television network. He 
will do 10 telecasts during the Re- 
publican and Democratic conven- 
tions. 

DuMont meanwhile has picked 
up two more clients—Ford Motor 
Company (via J. Walter Thomp- 
son Company) for spots on 
WABD, New York, and WTTG, 
Washington; and Whelan Drug} 
Stores Company as sponsor of 
“Charade Quiz” on WABD. 


Clifford Vanderbogart 


| 


| 


beanie “Copter” for 25 cents and| 
a wrapper from any size Tootsie | 


Roll, pop or fudge. 
The premium is a beanie cap 


mounted with a five-inch heli-| 


copter blade which revolves. 
Duane Jones Company, New York, 
is the agency. 


Clifford L. Vanderbogart, vice- 


*|}president of Niagara Lithograph 


Company, New York, has been re- 
elected president of the Point of 
Purchase Advertising Institute. It 
is his third term as president. 

Other officers elected include: 
John Palmer, Palmer Associates, 
Ist vice-president; Al Rode Jr., 
Rode & Brand, 2nd vice-president, 
and Royal Hoffman, Arvey Cor- 
poration, secretary-treasurer. Nor- 
man McKean remains as execu- 
tive secretary. 


zine Rate and Circulation Study,” 
just issued. 

Advertisers, more than readers, 
are now bearing the brunt of 
magazine costs, the study finds. 
An average copy of a weekly 
magazine now costs advertisers 23 
cents. An average women’s pub- 
lication costs advertisers 34 cents 
and the average newsmagazine 27 
cents—as compared with 15 to 25 
cents paid by readers. 

At the same time, the percent- 


now more than 50%, a “consider- 


able increase,” the committee 


‘finds, from the prewar figure. 


3 Recommendations 


The committee, headed by Ben 
Donaldson, Ford Motor Company, 
/recommends that advertisers, “to 


. . pay spe- 
'cial attention to (1) rates-per- 

page-per-1,000; (2) publishers’ 
|'methods of obtaining circulation, 
_and (3) the size, character and 
| duplication of the magazine audi- 
| ence.” 

This study covers the first two 
|points. The Advertising Research 
_ Foundation, in cooperation with 
i'the ANA magazine committee, is 
expected soon to provide infor- 
/mation on the third. 
| Magazines covered in the cur- 
_rent study were American Home, 
| American Magazine, Better Homes 
_& Gardens, Collier’s, Cosmopoli- 
|tan, Good Housekeeping, Ladies’ 
Home Journal, Life, Look, Mc- 
Call’s, Newsweek, The Saturday 
| Evening Post, Time and Woman’s 
Home Companion. 


New MBS Show 


to Give Away | 


$20,000 Weekly 


| CHiIcaco — Determined to give 
/away more money than any one, 
|Mutual will break its new fabu- 
|lous “Big Money Game” on Satur- 
'day, June 26, 9-10 p.m. 

Designed to surpass competing 
network giveaways—ABC’s “Stop 
the Music” and CBS’ “Sing It 
Again”’—the Mutual show will 
give away as much as $50,000 in 
one prize over a period of weeks, 
and a top of nearly $20,000 
weekly. 

Those called by MBS will be in- 
vited to identify the sequence in 
which three sets of three tunes 
are played, with a $6,500 end 
prize plus a jackpot. 

MBS already has signed Mark 
Warnow’s orchestra, songsters 
Mary Small and Russ Emery, a 
vocal quartette and Clayton Col- 
lyer as emcee. 


CBS Adds 2 V.P.s 


CBS, New York, has added two 
more names to its list of vice- 
presidents, who now number 17. 


They are: Howard L. Hausman, 
formerly director, now vice-presi- 
dent for personnel relations, and 
William B. Lodge, previously di- 
rector, now vice-president for 
general engineering. Mr. Lodge 
has been with the network since 
1931. Mr. Hausman joined Co- 


lumbia’s legal department in 1938. 
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ne AND DALE 
ARE ZOOMING TOWARD 


THE EARTH IN THEIR INTER- 
PLANET JETWING. THEY ARE 
ON A SECRET MISSION TO 
CONSULT WITH ATOMIC 
SCIENTISTS ... SO THEY MUST 
REMAIN UNRECOGNIZED. 


THE RENDEzVouS iS ~~ 
IN A HOUSE ON THE EDGE OF ALITTLE TOWN. 

FLASH KNOWS HE CAN ESCAPE DETECTION BY 
SIMPLY WEARING SPORT CLOTHES. BUT SINCE THEY 
HAVE BEEN AWAY FROM EARTH SO LONG... WON'T 
DALE'S DRESS AND HAIR STYLE GIVE HER AWAY ? 


(de ur, bev 


AS THEY STROLL UP THE 
STREET, THEY PASS A 


YOUNG GIRL. FLASH EXPECTS 
TO SEE THE GIRL STARE 
AT DALE IN AMAZEMENT... 
‘ BUT INSTEAD SHE IS 
DRESSED EXACTLY 
IKE DALE! 


~~ 


EVERYWHERE FLASH TURNS, HE SEES 
YOUNG WOMEN WHOSE HAIR, CLOTHES, 
AND SHOES ARE STYLED JUST LIKE 
DALE'S. HE CAN'T UNDERSTAND IT, BUT 
DALE ONLY LAUGHS, BECAUSE... 


Cope, 1918, King Features Syodigate, tac, Workd rights reserved, 


> STYLES SHE 


SHE KNOWS THAT THE 


SWEPT HAIR-DO...THE BARE MIDRIFF 


BLOUSE... THE WEDGIE SHOES...HAVE 
BEEN ADOPTED BY MILLIONS OF WOMEN.- 


Today new fashion ideas are spread with 
a speed that puts feminine style-setting 
into the class of fast communications. And 
they start in the oddest places. 


Paris, of course. Hollywood. New York’s 
Garment District, South American cities, 
the slums of Havana (remember the zoot 
suit?) and éven darkest Africa! 

But three of the most popular fashions 
that ever traveled the world... the open 
midriff blouse, the upswept hairdo and 
“wedgies”....were born in the panels in 
the editorial pages of PUCK, THE COMIC 
WEEKLY. Those interplanetary beauties 
who surround the mighty “Flash Gordon”’ 
are probably the most influential manne- 
quins in history. 

Of course, the purpose of the editorial 
features in THE COMIC WEEKLY is to 


entertain. But any means of expression so 
universal in its appeal, so all-pervading in 
its popularity as “the comics,”’ must have 
a tremendous impact on our lives and 
habits. They are recognized as the most 
powerful social force in America today. 


The editorial features in PUCK created 
and helped spread dozens of ideas in learn- 
ing, working and living. Corned beef and 
cabbage was made popular by Jiggs, spin- 
ach won national acceptance because of 
Popeye, our speech was enriched by ex- 
pressions first used by Barney Google. 


Manufacturers have used PUCK’s pow- 
erful force successfully for over seventeen 
years. Today, more than ever, PUCK rep- 
resents a proven opportunity, a tested 
weapon in helping business spread new 
ideas ...in helping it to SELL! 


The Only NATIONAL Comic Weekly 
A Hearst Publication 
63 Vesey Street, New York 7, N. Y. 
Hearst Building, Chicago 6, Illinois 


New Ideas 


The Only National 
Comic Weekly! 


PUCK, THE COMIC WEEKLY, is dis- 
tributed with 15 great Sunday news- 
papers from coast to coast. It reaches 
7,592,101 families in 7,000 places of 
1,000 population or more. 

PUCK’s carefully formulated and 
uniform editorial pattern is’ skillfully 
balanced in the elements of proven 
human interest. In PUCK are assem- 
bled the greatest all-star cast of char- 
acters including Blondie and Dagwood, 
Jiggs and Maggie, The Katzenjammer 
Kids, The Lone Ranger, Steve Canyon, 
Tillie the Toiler, Flash Gordon, Donald 
Duck. No actor on the stage, screen or 
radio has as large an audience. 


Theinfluence of these characters upon 
more than 20,000,000 adult and young 
readers, has been utilized by adver- 
tisers like: 


The Quaker Oats Co. 


Over the past 15 years, The Quaker 
Oats Co. has spent $1,271,800 for ad- 
vertising in PUCK, THE COMIC 
WEEKLY. Only consistent and profit- 
able results can explain such a record. 
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